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PRINTERS’ INK invites correspondence with business man- 
agers of leading journals with a view of entering into a contract for 
an advertisement in PRINTERS’ INK for the year 1897. 

Address 

PETER DOUGAN, 


MANAGER OF PRINTERS’ INK ADVERTISING BUREAU, 
No. 10 Spruce St., NEw YORK. 





To get his share of the advertising that will be done the 
wise and efficient newspaper publisher will take every avail- 
able opportunity to let advertisers know what and where his 
paper is, what sort of people it reaches and how many of them. 

To do this in the most expeditious, effective and econom- 
ical manner, his story should be told in PRINTERS’ INK. 

All advertisers everywhere read PRINTERS’ INK. 
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Little Papers 


And Little People 


As well as large papers and large people, are found 
in the towns and villages of this great land. 
Sometimes the little paper is more effective 
than the large one as an advertising medium. 
But whether little or large, the Jocal paper is 
the only practical means of reaching those who 
live within the limits of its circulation. 


More than one-sixth of all the country readers of the 
United States read weekly the 1,600 local papers of the 


Atlantic Coast Lists. : 
One order, one electro does the business, 
Catalogue for the asking. 


Atlantic Coast Lists, 
134 Leonard Street, New York. 














ve 


ho 


rk. 








PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post-OFFICE, JUNE 29, 1893, 


Vol. XVII. 


NEW YORK, Novemser 18, 1896. 


No. 7. 





THE BEST DAILIES. 


THE LITTLE SCHOOLMASTER OPENS AN 
ADVERTISING KINDERGARTEN. 








PRINTERS’ INK had a discussion with 
a few of his favorite pupils the other 
day, the subject being the selection of 
the one best daily newspaper in every 
State. For the purpose of bringing 
the discussion before other pupils the 
conversation was taken down by a 
shorthand reporter. The pupils pres- 
ent were A, B, C, D and E. 

ALABAMA. 

P. I. Take Alabama; what is the 
best paper ? 

A. I think the Montgomery Adver- 
tiser is, <7 

B. Montgomery Advertiser. 

C. Montgomery Advertiser. 

P. I. What about the Mobile Regis- 
ter? 

A. It is not so good a paper as the 
Advertiser. 

B. It is the second best. 

C. Ido not think it can equal the 
Montgomery Advertiser. 

D. I had that impression too 

E. We hear more about the Adver- 
tiser, but the Register is a better look- 
ing paper and commands better prices 
for advertising. 

ARKANSAS. 

P. I. How about Arkansas ? 

A. Little Rock Democrat. 

B. Little Rock Gazette. 

C. Little Rock Gazette. 

D. I have an impression that the 
Little Rock Gazette is the best. 

E. I also think so. 

A. I think it was the best paper five 
years ago, but not to-day. 

CALIFORNIA. 

P. I. How about California? 

A. San Francisco Examiner. 

B. I don’t know !—the Examiner. 

C. The Examiner without a doubt. 

D. My impression favors the Ex- 
aminer. 

E. I would select the Examiner. 


P. I. B, what paper was, in your 
mind, to be compared with the Exam- 
iner? 

B. I was considering both the 
Chronicle and Call, but so far as cir- 
culation is concerned there is no ques- 
tion about the Examiner being first. 

P. I. What can you say about the 
Chronicle as perhaps the best paper in 
California ? 

B. I have an impression that- its 
class of circulation may be better, but 
I don’t know. 

P. I. What was in your mind that 
led you to mention the Call ? 

B. The class of circulation. 

COLORADO. 

P. I. Coming to Colorado, what is 
the best daily in Colorado ? 

A. Denver Republican, 

B. I don’t know. 

C. Rocky Mouniain News. 

D. I had supposed the Republican 
to be the better paper, but am pre- 
pared to think that the News may 
have a little the larger circulation. 

E. I favor the Rocky Mountain 
News. 

P. I. B, what papers were you con- 
sidering that led you to be in doubt? 

B. The Republican, News and 
Times. 

P. I. You think that each one may 
have some claim to be considered the 
best, do you? 

B. Yes. 

CONNECTICUT. 

P. 1. About Connecticut ? 

A. Hartford Times without ques- 
tion. 

B. Hartford Times. 

C. Hartford Times. 

D. I am not aware that any one has 
any doubt about the Hartford Times 
being far and away the best paper in 
Connecticut. 

E. I think the Times should cer- 
tainly be chosen. 

DELAWARE. 

P. I. About Delaware? 

A. Wilmington News. 
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B. Wilmington News. 

C. Wilmington Every Evening. 

D. I am afraid that they are all 
about equally poor. 

E. I have been informed by reliable 
local authority that Every Evening is 
the best. 

P. I. A, do you consider Every 
Evening as a competitor of the News 
and of about the same value? 

A. I think it enjoys a greater degree 
of prestige but has not one-half the 
circulation. 

P. I. B what would you say about 


P. I. A, has what C said changed 
your mind? - 

A. No, sir, 

P. I. B, has what 
changed your mind ? 

C. No; I think A has about the 
right idea, 

DISTRICT OF COLUMBIA. 

P. I. What is the best paper in the 
District of Columbia? 

A. Washington Star. 

B. Washington Star. 

C. Washington Star. 

E. I have no doubt about the Star 


C has said 








** PRINTERS INK” KINDERGARTEN CLASS. 


Every Evening as compared with the 
News? 

B. Every Evening may be a pretty 
close competitor of the News. 

C. No matter what their positions 
may be, the simple fact that Every 
Evening states its circulation in figures 
in the Newspaper Directory is an im- 
mense point in its favor. 1 have more 
confidence in a paper that states its 
circulation than in one that does not. 

P. I. You get this impression from 
the American Newspaper Directory ? 

C. Yes. 


being the best 

P. I. Is there any comparison to 
be made between it and any other 
paper there? 

A. No. 

B. No; it is the paper of best local 
circulation. 

C. Itis a paper that is read by all 
the people of Washington, but not 
very much outside of Washington. 

A. I think there are but two other 
papers in the entire country that cover 
their field as thoroughly as the Wash- 
ington Star. 
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P. I. To what two papers do you 
refer? 

A. The Indianapolis News and the 
Kansas City Star. 

C. Does not the Newark News com- 
pare with the Kansas City Star or In- 
dianapolis News in covering its field? 

A. It does not. 

GEORGIA. 

P. I. What is the best paper in 
Georgia ? 

A. Atlanta Constitution. 

B. Atlanta Constitution. 

C. Atlanta Constitution. 

D. I supposed the Journal to be the 
best paper in Georgia. 

E. I think the daily Constitution 
has been over-estimated for years, and 
think the Journal the better paper. 

P. I. A, what makes you think the 
Constitution better than the Journal ? 

A. Why, I think the same thing ap- 
plies in the case of the Constitution as 
in the case of the Wilmington News. 

P. I. That is that its circulation is 
twice as large? 

A. That its circulation is larger than 
that of the Journal. 

P. I. C, What have you to say to 
that ? : 

C. I sometimes have doubts as to 
whether the Atlanta Constitution is not 
bluffing, claiming a circulation simply 
on saying nothing and letting other 
people imagine. A paper sometimes 
gets credit for more circulation than it 
really has. 

P. I A, did you really ever have 
any knowledge about how many copies 
the Constitution did print of either its 
daily or weekly ? 

A. I never had any definite knowl- 
edge as to the daily, but I satisfied 
myself that the weekly had one hun- 
dred and fifty odd thousand. 

P. I. How long ago was that ? 

A. Two years ago. 

P. I. Have you any idea of how 
many copies it prints now? 

A. I should think about a hundred 
thousand. 

P. I. Do you know anything about it ? 

A. No. 

P. I. Do you know anybody who 
does ? 

A. No. 

B. I think that their circulation 
man who comes to New York knows 
less about it than we do. 

P. I. A, would you be surprised to 
learn that the weekly edition of the 
Constitution is less than forty thou- 
sand ? 


A. I should be very much sur- 
prised. 

P. I. What do you suppose is the 
reason that they keep their circulation 
so secret ? 

A. Ido not know that theydo. They 
are not in the habit of furnishing news- 
paper directories with circulation state- 
ments, but they do state what their cir- 
culation is when they are asked. 

P. I. What do they state that it is? 

A. Well, the last statement made to 
me was something more than 140,000. 

P. I. How long ago was that ? 

A. Within six months. 

P. I. Who made this statement? 

A. The advertising manager. 

P. I. Is that the man whom B thinks 
knows less about it than we do? 

A. I believe it is. 

P. I. Do you know any more about 
the circulation of the daily Constitution 
than you do about that of the weekly ? 

A. I don’t know so much about it. 

ILLINOIS. 

P. I. What is the best paper in 
Illinois ? 

A. Chicago Tribune. 

B. Chicago Tribune. 

C. Times-Herald. 

P. I. Why do you say that ? 

C. Because I think it is the paper 
most read by the better class. 

D. Isupposed that the News had the 
largest circulation. 

E. Times-Herald, all things con- 
sidered, is the best. 

A. In circulation the News is away 
ahead of it, but for first value to an ad- 
vertiser the Tribune is the best paper in 
the West, if not in the entire country. 

P. I. Do you mean that an adver- 
tisement in the Tribune is worth more 
than the same advertisement would be 
in any other Chicago paper ? 

A. I should say it would be in the 
Sunday edition of the Tribune. 

P. I. If not in the week-day editions 
of the Tribune what paper would you 
name in place of it ? 

A. Evening News. 

INDIANA. 

P. I. What is the best daily in In- 
diana? 

A. Indianapolis News. 

B. Indianapolis News. 

C. Indianapolis News. 

D. Indianapolis News. 

E. Indianapolis News of course. 

A. For the same reason that the 
Star is the best in Washington, D. C. 

P. I. You think the Journal is not 
to be considered ? 
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B. Not in point of circulation. 

A. I agree with you. 

D. I agree with you. 

C. I think B is right there. 

IOWA 

P. I. Now we come to Iowa. What 
is the best daily there? 

A. Des Moines Register. 

B. Des Moines Register. 

C., Des Moines News. 

D. Des Moines Register. 

E. Des Moines Register. 

C. The question in my mind be- 
tween the News and Register of Des 
Moines is, I think the News is the ag- 
gressive paper to-day out there. 

B. I should like to discuss the pa- 
pers of Iowa alittle more. The Des 
Moines Register may be the best pa- 
per, but the Newspaper Directory can 
never obtain a circulation statement 
from that office, while the Sioux City 
Journal usually makes a statement. In 
my opinion that shows that the Sioux 
City Journal has the larger circulation. 
Perhaps if the Register made a state- 
ment it might go ahead, but I have no 
means of knowing. 

KANSAS, 

P. I. What is the best daily in Kan- 
sas? 

A. Topeka Capital. 

B. In my opinion there is not a 
good paper in the State of Kansas. 

C. Topeka State Journal. 

B. I should have no preference be- 
tween the Topeka Capital and the To- 
peka Journal. 

D. They are very much the same. 
I don’t think one leads the other very 
much. 

E. I do not profess to know. 

P. I. Do you all agree that the best 
paper in Kansas is the one or the other 
of the two that have been named ? 


All: Yes. 
KENTUCKY. 
P. I. What is the best daily in Ken- 
tucky? 


A. Louisville Courier-Journal. 

B. Louisville Courier-Journal. 

C. Louisville Courier-Journal. 

E. I agree. 

A. In this case I accord the position 
more on account of the prestige which 
it enjoys. I think there are other pa- 
pers that have larger circulations. 

P. I. Still the Courier-Journal is in 
your opinion worth more to an adver- 
tiser than any other paper in Kentucky? 

A. Yes. 

P. I. If not the Courier-Journal 
what paper would you name next ? 


A. The Louisville Commercial. 
MAINE. 

P. I. What is the best daily paper 
in Maine? 

A. I say the Bangor Commercial. 

B. Portland Express. 

C. Lewiston Journal. 

D. Portland Express. 

E. Portland Express. 

C. I say Lewiston Journal because 
of the character of the circulation. 

MASSACHUSETTS. 

P. I. What is the best daily in 
Massachusetts ? 

A. Boston Globe. 

B. Boston Journal. 

C. I am inclined to favor either Bos- 
ton Globe or Boston Herald. 

D. The Globe. 

E. The Herald. 

P. I. B, how can you sustain your 
position when naming the Journal as 
the best paper in Massachusetts for an 
advertiser ? 

B. It is the best in its make-up, is 
the best authority. It has more in- 
fluence than any other paper in Boston. 
It is a paper that goes over all New 
England, a paper that is read by manu- 
facturers and merghants throughout 
New England. 

P. I. Has no one but E a word to 
say for the Herald as the best paper in 
Massachusetts ? 

A. I think the Herald is a better 
newspaper, but it has not so large a 
circulation as the Globe by a good 
deal. 

P. I. And its advertising rates? 

A. Are higher. 

P. I. B, is that your opinion ? 

B. I don’t know anything about the 
Herald—what its circulation is. 

P. I. In what respect does the 
Herald fail to be as good a paper as 
the Globe? 

A. It is very nearly as good. 

MICHIGAN, 

P. I. In Michigan. 
best daily there? 

A. Detroit News, 

B. Free Press. 

C. Detroit News. 

E. Detroit News. 

P. 1. B, why do you say Free 
Press ? 

B. Largely for the same reason that 
I seiected Boston Journal in Massa- 
chusetts. 

(To be continued.) 
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No “‘ list” is adapted to every article 
or to every advertiser. 
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Confidence 


is re-established, and 


Prosperity 


is bound to follow. 


& 


HE SUN’S 


advertising columns 
are open to those 
desirous of extend- 
ing their business. 


& 


For rates or other information, 
Address 


THE SUN, 


NEW YORK. 


= POP DONG WR tra ait ~_ 


memeenpen ns cee 

















8 PRINTERS’ INK. 








Advertiser.—I see you have quite a 
number of new features marked out 
for the next issue of the American 
_Newspaper Directory. 

Ed. A. N. D—Some changes of 
plan are adopted every year. 

Advertiser.—Will you continue pay- 
ing a hundred dollars for the detection 
of untruthful circulation reports based 
on a publisher’s statement ? 

Editor.—That scheme has cost a 
good deal of money, involved care, 
worry and correspondence, and pub- 
lishers don’t like it. 

Advertiser.—What makes you think 
that honest publishers don’t like it? 

Editor.—The action taken by associ- 
ations of newspaper men point all that 
way. Every publisher knows that the 
Directory cannot be published with the 
requisite care unless the income from 
sales is supplemented by advertising 
patronage ; and since the adoption of 
the reward plan, which makes it plain 
that a publisher cannot buy a false rat- 
ing in the book by giving it an order 
for an advertisement, nine newspaper 
men out of ten, among the very best of 
them, have fostered or helped to create 
associations with rules that make the 
extending of encouragement and aid to 
a directory editor an act for which a 
publisher may be held accountable to 
his associates. 

Advertiser.—Would abandoning the 
reward bring the Directory a greater 
advertising patronage ? 

Editor.—If not, it would at least 
cheapen the cost of the production of 
the book to the amount of the rewards 
annually paid. 

Advertiser.—Is it proposed to cheap- 
en the production in any other direc- 
tion? 

Editor.—No, not to render it of any 
less value, but we shall not waste much 
time.in striving to report particulars 


about papers of little consequence to 
the general advertiser — those, we 
mean, which do not print so many as a 
thousand copies regularly. The book, 
as a whole, will be of more assistance 
to advertisers than any previous edition. 
Advertiser.—What proportion of all 
the papers are of the sort you refer to 
—the kind that print less than a thou- 
sand zegularly ? 
Editor.— About nine-tenths. 
Advertiser.—Are not these little pa- 
pers of importance to the advertiser ? 
Editor.— To the local advertiser, 
yes. To the foreign or general adver- 
tiser, no. If all general advertising 
were confined to the pages of two hun- 
dred of the papers that render the best 
service in proportion to cost, the fail- 
ures among advertising men would not 
be so frequent as they are at present. 


es oF 
GOOD VALUE, 


Some people complain that they are 
paying the same old rate for advertis- 
ing, while every article they buy or sell 
is much cheaper than it used to be, 
and their margin of profit correspond- 
ingly reduced. As a matter of fact, 
there has never been a time when mail 
order advertisers got so great a circu- 
lation for the money as they do to-day. 
It is true that rates remain practically 
the same, and in some cases even 
higher than they used to be, but the 
circulation of mail order papers has 
materially increased. Where one-half 
cent a line per thousand of circulation 
used to be considered a fair rate, there 
are very few of the monthlies which 
cater to this class of business that get 
over one-third, and two-fifths of a cent 
is about the limit now paid per thou- 
sand of circulation. Instances are not 
wanting where advertisers get space, 
and good space at that, as low as one- 
fourth cent a line for each thousand 
of circulation. On the whole, mail 
order advertisers have nothing to com- 
plain of on the score of rates. —Penny 
Advertiser. 











THE advertising agent stands in the 
position of a principal. He exacts 
from the advertiser payment for all 
advertising done in a newspaper ac- 
cording to the advertiser’s orders. If 
the advertiser never pays the agent, the 
agent must still pay the publisher. If, 
however, the agent fails to pay the 
publisher, the latter has not, on that 
account, any claim upon the advertiser 
for payment. 
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A Good Thing! 


All advertisers have al- 
ways recognized the 
great value of The Ore- 
gonian, 


Fully Appreciated: 


PRINTERS’ INK has 
recently told them some 
things about The Ore- 
gonian, however, they 
did not know before. 
Send for _ illustrated 
pamphlet and sample 
copies and find out just 
how big a paper The 
Oregonian is, 




















THE OREGONIAN’S BUILDING. 
Finest Newspaper Building 
West of Chicago. 








THE OREGONIAN 








Daily, 
Sunda and G-NO OTHER. SINGLE PAPER DOES 
eekly AS MUCH—LOOK AT THE FIELD 
Editions. IT COVERS. 
ITS FIELD 
ot? Population 
PORTLAND (Orricit) + - 89,942 E. G. JONES, 
PORTLAND’S SUBURBS . 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oursive er nani 
approx.) + + » 276, 
WASHINGTON - 375,000 tated 
NN Se a alan, be 100,000 7 
WESTERN MONTANA 96,000 The S.C.Beckwith Special Ageacy, 
BRITISH COLUMBIA . . 100,000 | ace amgont ge Ft 
ing, ookery, 
TOTAL 1,039,142 ‘. ew You. Chicago. ° 
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SyewsPAPERS 
“THEPLAIN TRUTH 


, evidence than in the 





= wonderful increase in 





the circulation of the 


Times 


Within the past five months 











Our books prove an absolute net gain of more 
than 10,000 new subscriptions in this brief 
pe From the present increased ratio, by 

ovember first we shall add 10,000 more. 
The reason of this big increase is due to the 
fact that we are furnishing the best paper that 
reaches the people of the great Southwest ; and 
the proof of this is demonstrated by the people 
themselves in the scores of orders for THE 
TIMES received from them daily. ‘ 


We go to a buying constituency, and to adver- 
tisers we can promise paying returns for an 
investment in TIMES advertising space. 


Rates on application to 


THE TIMES PUBLISHING CO. 
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In making up your estimates for fall and 
spring advertising never lose sight of the fact 
that the 


Leading Newspaper 


on the Pacific Coast is the 
San Francisco 
Chronicle 


It is the best medium to reach all classes, and 
circulates in all the States on the Pacific Coast. 

If you have goods to sell or introduce in 
that section of territory, the only medium that 
can bring you substantial results is the 
Chronicle. 


' IN STANDING IT LEADS 


INFLUENCE 
CIRCULATION ...them all. 


Rate card and sample — 
upon application :: :: # 


CHAS. J. BROOKS, 


Eastern Manager, 


' 213 Temple Court, New York. 
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e Many Campaign * 
Orators.... 


«Are out of a job now... 


But this great country will undoubtedly take care of itself. 
There are other things to do. 


——THE— 


CHICAGO DISPATCH 


By JOSEPH R. DUNLOP 


Was a strong tactor in the a campaign, but now that the 
great battle is over it will Cirect all of its energy to 
issuing a paper that will be of unusual interest to the 
reading public Political news and argument have 
given way to greatly ex- tended news service and 
attractive features, and THE DispatTcuH will stand 
forth more prominently than ever as the 


Leading Afternoon Paper of Chicago 


AND THE ENTIRE COUNTRY. 





It will be @ it will be 
IT WILL CONTAIN: 
A PAPER ‘* Strong News Features A PAPER 
For.. % Interesting Departments For.. 
Excellent tustrations . 
The People Advertisers 


It will prove a welcome visitor in the 


Business House, the Office, the Factory, the Home. 


-~ — to be out 

bite bale by adver- 
tising in it. 

Reach all granese 
through 


A word to the Judicious Advertiser is sufficient. 


EASTERN OFFICE: HOME OFFICE: 
517 Temple Court, 15-117 Fifth Ave., 
NEW YORK. CHICAGO. 
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The Gvening Wisconsin. 





FIFTIETH YEAR, MILWAUKEE, OCTOBER 1, 1996. THREE CENTS, 








Circulation for Nine Months. 


—_—_—_— 


STATE OF WISCONSIN, } om 
Milwaukee County, 


P. D. O’Brien, being duly sworn, says that he is now, 
and has been for seventeen years, foreman of the news- 
paper pressroom of the EVENING WISCONSIN, and has 
had charge of the presses and paper used in printing the 
EVENING WISCONSIN; that he knows of his own know!I- 
edge that the average daily circulation of the EVENING 
WISCONSIN for nine months, from January Ist, 1896, to 
October Ist, 1896, was seventeen thousand nine hundred 
and twenty-two (17,922) copies. 

The average daily circulation of the EVENING 
WISCONSIN for the month of September, last past, was 
eighteen thousand seven hundred and seventy-two (58,772) 


copies. P. D. O'BRIEN. 
Subscribed and sworn to before me this Ist day of Octo- 
ber, A. D. 1896. W. A. BOOTH, 


Notary Public, Milwaukee County. 





No other daily newspaper in the State cf 
Wisconsin ever printed so large an average 
daily circulation for a month or for nine 


months. 
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“THE PLAIN LS | Manufacturer’s “THEPLAINTR TRUTH" 
Medium. 




















TO GET INTO 
THE HOMES 
OF ST. LOUIS 


at the least possible cost to your- 
self, all that is necessary is to talk 
with Beckwith, who represents the 


POST-DIS PATCH 


—the paper with the AMERICAN 
NEWSPAPER DIRECTORY guarantee. 


LARGEST CIRCULATION 
IN THE STATE. =:= =:- =:2- 


DOUBLE =:- =:+ =2= =:= =2-. 
THE CITY CIRCULATION 
OF ANY OTHER =:- =:= =:- 
ST. LOUIS NEWSPAPER. 


a CIRCULATION BOOKS OPEN. 
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|“ Proven 


CIRCULATION OF s 








exceeds 60,000 copies 


each issue, with a likeli- 


| hood of being 70,000 or 

| more, but the rate remains 

| the same and unbreakable 

—thirty cents a line, with 
| time or space discount. 

Hi 





| The Hosterman Publishing Co. 
i 


i 150 Nassau, Springfield, 177 La Salle, 
New York Ohio 














_™ Guaranteed | 


Womankind 
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PAPER MAKING IN AMERICA. 





According to the New York Sux the 
United States is now at the head of 
the list in point of production. Though 
the number of paper factories in the 
United States has decreased twenty 
per cent during the last fifteen years, 
the product of American factories dur- 
ing the same period has increased forty 
per cent, and the present capacity of 
the paper mills of the United States is 
300,000 tons a year. More than $100,- 
000,000 is invested in paper factories, 
which number 700. The total number 
of employees in them is larger than 
our standing army. For many years, 
during the time that rag paper or straw 
paper was the standard, Great Britain 
stood at the head of the world’s pro- 
ducers, and manufactured not only 
sufficient for the home demand, which 
is very extensive, but also had a surplus 
left over for export to other countries, 
whereas the American product of paper 
was insufficient even for home require- 
ments. 

With, however, the discovery of the 
utility of wood pulp for paper making 
and the process whereby the cost of 
paper has been reduced from 12% to 
2% cents a pound, the United States 
has been steadily pushing ahead, and 
is now not only in advance of Great 
Britain, but is increasing its lead rapid- 
ly. Germany follows Great Britain 
closely. 

The ingredients which enter into the 
composition of paper of various kinds, 
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in addition to those already given, are 
jute and straw, and the rags used are 
divided, according to their serviceable- 
ness, into linen rags, which yield 50 
per cent of paper from the amount of 
material used, woolen rags which yield 
60 per cent, and cotton rags which, by 
improved process, yield 65 per cent. 
New York and Massachusetts stand 
at the head of the States in respect to 
amount of paper manufactured. With 
the cheapening of the cost of paper 
not only have new uses been found for 
it (they have railway tracks made of 
paper in Germany, and paper pencils 
are no longer a novelty in New York), 
but the demand for paper has increased 
enormously. This is particularly no- 
ticeable in newspapers, the size of 
which has, in many cases, been in- 
creased to correspond to the reduction 
in price. Moreover, cheaper paper 
has boomed enormously the business 
of the publication of books and maga- 
zines. This reduction of cost in book- 
making, by which a volume that, a 
few years ago, cost $1, is now sold for 
15 or 20 cents, has had one odd result, 
as is shown in the general decline of 
private libraries, for, with the cheap- 
ening of books, the incentive for col- 
lecting them seems to have departed, 
except in the case of rare books, or 
those valued on account of the beauty 
of the binding or illustrations. 
PERHAPS no two readers get the 
same idea from a description in words. 
But a picture tells its story to all alike. 
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POPE MFG. CO. 
87/7 Fine Street: 





Tuis is a reduced reproduction of a street car card, designed by the 


Western Advertising Co., of St. Louis. 


It is sufficiently ‘‘ puzzling” at first 


sight to awaken interest, but is so easy of solution that none of the objections 


to puzzle advertisements appiy to it. 
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FIRST DAILY NEWSPAPER. 


IT WAS STARTED IN LONDON TWO 
HUNDRED YKARS AGO. 


The world is within a little less than 
six years of the date when the two hun- 
dredth anniversary of the birth of the 
first daily newspaper ever printed in the 
English language will be reached. Its 
publication was begun in London. 
The paper was called the Courant, and 
besides enjoying the distinction of 
being the only journal of its kind in 
the world, its enterprising proprietor 
labored under the disadvantage of hav- 
ing no medium through which to ad- 
vertise his venture. There were but 
two orthree papers then in existence, 
these being devoted exclusively to poli- 
tics and court news, and published 
only occasionally under the pretense of 
being weeklies. 

The new enterprise had precisely the 
same experience that newspapers have 
in these latter days, and such as every 
other has had in all the years that in- 
tervene between 1896 and 1702—that 
is, the projected publication received 
the covert thrusts and open sneers of 
the monopolists of the London pub- 
lishing field. 

The staid old antiques in the busi- 
ness regarded it with undisguised con- 
tempt. They doubtless predicted its 
early demise, and gave it a limited 
number of days in which to wind up 
its affairs and go out of existence. 

It is quite a fair presumption, indeed, 
that the older journals of London, cov- 
eting the municipal favor, made proud 
boasts of their very large and growing 
circulation, and, having an eye to the 
main chance, indulged in loud acclaim 
of the fact that they each had more 
subscribers than all other papers com- 
bined, and that, once made, the declar- 
ation was religiously stuck to even to 
the date when the fogyism of that age 
was ready for its winding-sheet and 
epitaph. 

Certain it is that the Courant’s es- 
teemed contemporaries spoke of it as 
‘*the pitiful project of a poor printer,”’ 
with all the force of quotation marks 
and italics. They were not able to see 
then any more than their modern imi- 
tators are now that enterprise sets the 
pace of progress, and they doubtless 
failed to realize the possibilities of the 
future for pluck and intelligent regard 
for the demands of the times. 

The Daily Courant was in the hands 
of a shrewd fellow, who saw that the 
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display of spite upon the part of his 
illiberal brethren would act as an irri- 
tant upon the public mind and cause 
an extra demand for his product. He 
thereupon ordered his pressman to 
* add two more quires,’’ and bided his 
time. 

The paper came out in due time, and 
it was a curiosity. It contained half a 
column of ‘‘ editorial,’”’ in which its fut- 
ure was outlined. ‘‘ This Courant,’’ 
its editor wrote, ‘‘will, as the Title 
shows, be published daily, being de- 
signed to give all the Material News 
as soon as every Post arrives, and is 
Confined to half the Compass to save 
the Publick at least half the imperti- 
nences of ordinary Newspaper.” 

This facetious utterance had refer- 
ence to the fact that the Courant was 
printed but upon one side of the sheet, 
and the sheet was not larger than half 
the ordinary foolscap paper of the 
present age. It contained no editorial 
matter, save that mentioned in the fore- 
going, no local paragraphs, court news, 
political argumentation, advertisements 
nor English intelligence of any kind 
whatever, with the single exception that 
in one corner seven lines of ‘‘home 
news ’’ appeared, four relating to the 
funeral of the deceased king and three 
referring to the condition of the En- 
glish army in Flanders. The circula- 
tion editor had no sworn statement 
at the head of the page. 

The omission of local news was, of 
course, a sad reflection upon the city 
editor’s judgment, and was besides, 
even for the Courant’s day and genera- 
tion, the evidence of a singular, not to 
say surprising, lack of public spirit. 
This is the more marked whenit is re- 
called that upon the very date of its 
first publication, March 11, 1702, 
Queen Ann went to the House of 
Peers to deliver her first speech from 
the throne, King William III. having 
died on the 8th. Besides, it must he 
considered, as well, that London was 
then, as it has been ever since, the 
theater of numberless scandals, to say 
nothing of mysteries and murders and 
society events which any well-regulated 
American newspaper would devote 
columns to, and over which “scare 
heads” in black type would prevail in 
gorgeous array. But that was not a 
nineteenth century paper nor a twen- 
tieth century subscription list. 

Its columns were filled almost ex- 
clusively by quotations from foreign 
papers, which its projector, without 
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doubt, classed as ‘‘material news,’’ 
and that the ‘‘ publick” appreciated it 
is evidenced from the statement pub- 
lished six weeks later. The editor an- 
nounced, in the largest type he had, 
that the project had been ‘‘ so success- 
ful that hereafter both sides will be 
printed.” The same issue that gave 
publicity to this statement also con- 
tained a whole column of advertise- 
ments, and the future of the first daily 
newspaper was assured. 

Like all newspapers with any preten- 
sion to individuality, the Couvant had 
its special feature and this was its ‘‘ for- 
eign intelligence.’’ Three months after 
its first appearance it was announced 
initscolumns that ‘‘it will be found 
from the Foreign Prints which, from 
time to time, as Occasion offers, will 
be mentioned in this Paper, that the 
Author has taken Care to be duly fur- 
nished with All that comes from 
Abroad in any language. And for an 
Assurance that he will not, under Pre- 
tence of having Private Intelligence, 
impose any Addition of feign’d Cir- 
cumstance to an Action, but give his 
Extracts fairly and impartially, at the 
beginning of each Article he will quote 
the Foreign Paper from whence ’tis 
taken, that the Publick, seeing from 
what Country a Piece of news comes, 
with the allowance of the Government, 
may be better able to judge of the Credi- 
bility and Fairness of the Relation. 
Nor will he take upon him to give any 
Comments or Conjectures of his own, 
but will relate only Matter of Fact, 
supposing other People to have Sense 
enough to make Reflections for Them- 
selves,” 

‘Of course, the Courant’s foreign 
quotations were somewhat aged by the 
time they reached the English eyes 
through its columns. Clipper ships, 
ocean steamersand submarine cables, 
as well as many other modern conven- 
iences, were then unknown, and the 
publisher of the only daily paper in 
the world was obliged to depend upon 
the uncertain movements of transatlan- 
tic shipping, received from and con- 
signed to vessels propelled by the wind. 
Thus it came about that the news from 
America was always two and some- 
times three and four months old when 
the Courant had the privilege of repro- 
ducing it, and the intelligence from so 
near a foreign port as that across the 
channel was often two and three weeks 
behind date. 

At last there came a day—as there 


comes to all flesh—when the en- 
terprising proprietor of the Courant 
shut his eyes upon the world and 
went out of it. His work, looked 
at across the two centuries of 
time that have intervened, appears to 
be small and inconsequential, but the 
example he set has been ever since an 
inspiration—a challenge—to progress- 
ive men of subsequent ages to do as 
much in succession for the advance- 
ment of the world.— Washington, D. 
C., Times. 


PICTURE VS. STORY. 
By Frank W. Tully. 

Anthropologists have all noted the 
predisposition of the mind to retain 
and repeat truisms and proverbs. And 
they have noted, too, the force these 
sayings have exerted in the develop- 
ment of a people. Thus it has been 
only in the natural order of things, I 
suppose, for the spirit .of that little 
epigram, ‘‘the way to a woman’s 
purse is through her eye,” to work the 
mischief it has in the advertising di- 
rected at women. Not that the eye 
should not be considered. Because it 
should be—indeed, it must be. But 
the eye is simply a sifter for the mind ; 
and an advertisement having attracted 
it, must offer something further than 
some food for thought, or it fails— 
fails signally. The advertiser in gen- 
eral appears to be putting most of his 
faith in the attracting. And he is 
not putting enough faith in the efficacy 
of a simple, logical statement. 

In the advertising campaigns that 
have been waged in behalf of proprie- 
tary articles which have made millions 
of dollars for their owners, you won’t 
see mere prettiness. You won't see 
art crowding out the why and where- 
fore. But you will see the liberal use 
of space. You will see the whole story 
told as simply, as succinctly and in as 

lain a dress as it was possible to put 
it. You will see the goodness—the 
merits of the article so extolled that 
you are conscious of your reason con- 
sulting with your pocket. You will 
see the pleasures of critic’s commenda- 
tion sacrificed to the pleasures of re- 
sults. You will see obtrusive art sub- 
ordinated to sense. 

There is art, though, in the work of 
the great advertisers. But it is the art 
of concealing art. And that is what is so 
much needed nowadays. Art is right 
in its proper sphere. In advertising it 
is right only when it is secondary. 
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PABST’S REPLY. 
Office of the ‘‘ WesTeRN UNDERTAKER.” ; 
Cuicaco, Nov. 6, 1896. 
Editor of Printers’ Ink: 

A proposition made to the Pabst Brewing 
Co. for them to use the advertising columns 
of the Western Undertaker elicited the fol- 
lowing reply, which made me glad that they 
did not accept, else such a letter might have 
been lost to the literature of the day. Re- 
spectfully yours, Hersert S. Fassett. 


Office of Passt BrEwinG Company. 
MiLwavuKkgE, Wis., Nov. 4, 1896. 
Western Undertaker, Chicago, lil. : 

Dear Sirs—The proposition contained in 
yours of October 27th is unique, for while 
we have always assumed that there was—if 
not an alliance—a tacit understanding be- 
tween the medical profession and the funeral 
director, and hence a sort of second cousin- 
ship with the proprietary medicine manufact- 
urer, we have never known it to be suggested 
that this concomitancy of relations should be 
made apparent to the general public by an 
advertisement placed in a publication directed 
to the disposition of a patient after the first 
parties to the alliance have completed their 
work. On the theory that a shoemaker’s 
children never have any use for shoes, we 
have always assumed that the funeral di- 
rector was gifted with immunity from all the 
ills of life and a longevity surpassing every- 
thing but time, which would—if our theory 
is correct—make him less likely to use our 
a oe than common humanity. 

here is, aside from the reasons given 
above, a serious reason—that we are not 
using trade publications at all at present, 
and we cannot break a precedent which it has 
taken some time to establish. With kindest 
regards, yours very truly. 
Passt BrEwING Co. 


THE CIRCULATION IS 5,000. 
Boston, Nov. 5, 1896. 
Editor of Printers’ INK: 

In Printers’ INk for November 4, 1896, a 
contributor speaks of the United States In- 
vestor, and says that its circulation is about 
2,500 copies per issue. This statement is 
most misleading ; the real circulation of this 
publication is upwards of 5,000, You have 
stated this yourself, as appears in the num- 


ber for April 29, 1896. 
Yours truly, > "Storey & THORNDIKE. 


IN INDIANA. 
Muncie, Ind., Nov. 1, 1896. 
Editor of Printers’ INK: 

McNaughton’s big department store has 
two large steel frames about 18x36 inches 
on the top of each side of its delivery wagon, 
in which each day different cards are dis- 
played, calling attention to some special sales 
advertised in the daily papers for that day. 
The wagon goes all over town, and the signs 
are changed daily. Joun O. SpRowL. 


AT THE POST-OFFICE. 

It was at the general delivery window, and 
the Irishman was poor, and a typical son of 
the sod. He had applied for a letter. 

**Letter? All right, sir. What name?” 
The Irishman gave his name, but the clerk 
not catching it, asked: ‘* How do you spell 
it?’ 


** Spell the 





it!’? answered Irishman. 


“Shure, if a foine shmart clerk loike you 
can’t spell it, how d’ye think a 
loike me can ?”— Denver Field a 


or man 
Farm. 
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THE COUNTRY PUBLISHER. 

The country publisher well earns the price 
paid him for his space. Nine times out of 
ten he not only furnishes the type for the 
display but also the brain matter for the 
wording of the advertisement. “Fix up 
something pretty good this week,”’ says the 
merchant, and the publisher does so—too 
often gratuitously.— Buckeye Informer. 

—— +e 


TWO GREAT CLASSES, 

“T suppose the people who bother you 
most,”’ said the novice in journalism, “ are 
those who want their names put into the 
paper ?’’ 

“Yes; with one exception,” said the ed- 
itor, “‘and they are the people who most 
particularly wish their names kept out.”— 
Exchange. 

—_———__+o>—_——_—_—__—— 
HOW SHE SAID IT. 

Kilson—So that editor’s daughter refused 
you, eh? 

Motts (wearily)—Yes; and added that, 
while I was not available, the declination im- 
plied no lack of merit, but that she had an- 
other article of the same kind already ac- 
cepted.—N. Y. Evening Fournal. 





+r 
PUTTING IT STRONGLY. 

Friend—You’ve had a hard time, haven’t 

ou 

The Invalid—I don’t think anybody—not 
even a special correspondent of a Sunday pa- 
—- imagine what I’ve suffered.— 

ruth. 





IN JAIL. 
Parson—What brought you here, my man? 
Convict - Advertising, sir. 
**Indeed ! How was that?” 
“If they hadn’t advertised for me I 
wouldn’t have been caught !”" 


A MATTER OF WORDS. 

Mrs. Scribbler—Did the editor send you a 
check to-day ? 

Mr. Scribbler—Well, you might call it that. 
He wrote that I need not send him any more 
copy.—WN. ¥. Advertiser. 

a al 
A MODERN SOLOMON (In Name, at Least). 


Thus Saith Solomon: 


He that considereth price only, and 
not value, sinneth against him- 
self and his people. 

Keep thou in one eye the price and 
in the other the quality. 

Close not against t ej the gates 
of opportunity ; for greater profit 
cometh to him whose heart yearn- 
eth for more. 

Thou shouldst array thy custom- 
ers in one of these: 

MEN’S, BOYS’ and CHILDREN’S REEFERS. 
MEN’S, BOYS’ and CHILDREN’S ULSTERS. 
MEN’S, BOYS’ and CHILDREN’S OVERCOATS 
MEN’S SUITS IN GREAT VARIETY. 


J. SOLOMON & SON, 
MANUFACTURERS OF 
MEN’S AND BOYS’ CLOTHING, 
237 Mercer St., near W. 3d St., NEW YORK. 


—From the Clothiers’ and Haberdashers’ 
Weekly, Nov. 6. 
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NOTES. 


Tue railroads belonging to the Western 
Passenger Association have decided not to 
advertise in any but legitimate mediums. 

H. A. RosenFe_p & Co., New York, manu- 
facturers of hats, advertise : * The election 
is over. The burning question now is hats.” 

THE 100-page we egg 2 catalogue just is- 
sued by Alfred Dolge & Co. is a work of art. 
It contains everything that a dealer in Auto- 
harps could m= 4 to know. 

THE annual “ round-up” of the Frank B. 
White Co., agricultural advertising agents, 
of Chicago, will occur November 19. It isa 
meeting of agricultural advertising agents, 
advertisers and publishers. One hundred 
and twenty-five are expected to be present. 

F. B,. Estasrook, a printer of Marlboro, 
Mass., sent out early on November 4 a 
blotter containing the picture of a rooster 
and this inscription: “* McKinley a winner ! 
With McKinley for President and Estabrook 
to do your printing, business ought to boom. 
McKinley furnishes confidence; I will fur- 
nish your printed matter neat, cheap and 

uick! Let’s all get a hustle on and keep 
things moving in the Highland Shoe City.” 


INK FOR TICKET WRITING. 

The following recipe is said to make a re- 
markably good quality of ink for ticket 
writing: Take four ounces of white wax and 
one ounce and a half of white soap. Mel, 
and when well amalgamated add of lamp- 
black half an ounce. Mix well, heat strongly 
and add of shellac one ounce. "Again heat it, 
mix it well, cool and bottle for use. You will 
find that with this ink lines may be drawn 
from the finest to the fullest without danger 
of its spreading.—School of Window Dress- 
ing. 

of —— +> 7 

PRACTICE WHAT YOU PREACH. 

A newspaper that does not advertise can- 
not consistently ask merchants to advertise. 
What is good for the man who sells calico 
ought to be good for the man who sells news- 
papers.—Missouri Editor. 





7 
CULTIVATE LOCAL CUSTOM. 
No man really wants to lie, but what else 
can vi publisher of a small circulation do? 
—L. A. W. Bul. «nae 





NEWSPAPER AND D MAGAZINE NAMES 
ILLUSTRATED. 





“* THE NEW YORK WITNESS,” 


ADVERTISING AND POKER, 

Advertising is a great deal like the game of 
poker. The man who works schemes for the 
purpose of getting a lot of publicity for a 
comparatively small cost is very much like 
—. * bluffer ” in a poker game. The 
‘* bluffer”’ and the man who “ plays things 
high’ will win a great deal when my, win, 
but I have noticed that the “‘close’’ player 
generally cashes in the greatest number of 
chips, and, when he loses, doesn’t lose very 
much. Originality and novelty are good 
things in their way, but good, common, hard 
horse sense is — 


Classified | Advertisements, 


Advertisements under this head two lines or more 
without ym payee 25 cents a line. ust be 


handed in one week in advance. 
WANTS. 
G POKESNANS -REVIEW, 
Spokane, ‘Wash, 


QOUTH AFRICA—Write THE GARRISON A> 
\ VERTISING & PRESS AG'CY, Johannesburg. 


\ 7 ANTED—More printing from the class ot 
ple willing to pay f for the best. WM 
JOHNSTON, 10 Spruce St., N. 


a D stamp for new sheet Seis and other 
ally good cuts at really = prices. 
R. L. "CURRAN, 150 Nassau St., New York 


I 7; IRST-CLASS special w writer, bang up editorial, 
experienced reporter. Refs. ; samples ; mod- 
erate pay. MYRON, 305 Manhattan Ave., B’ klyn. 


"SHE VINDICATOR, Youngstown, Ohio, 8.400d. 
and 8, es 000 w. Wants first-class advert “gy 
ments only. A. D. LA LA COSTE, 38 Park Row, N. Y. 


“THReuipmen of the H. D. LA COSTE AGEN. 

CY, 38 Park Row, New York, is especially 
adapted for handling the foreign advertising of 
leading daily new spapers. 


\ 7 ANTED—To buy a good | a Eastern weekly pa- 

ing political patronage preferred. One contra 

n, i e prefer “ CE lL 
TIBS” 25 W. Sth St. N.Y 


\ 7 ANTED—A position by! by_an experienced cir- 
culation man in the business department 

of a newspaper. Reference can be from present 

employers. Address ** THRIFT,” Printers’ Ink. 


rr you want to reach 30,000 hotel and restau- 
rant men, or any part of that pgs and 
re to reach any State or States, our circu 
wil snow you how you can @* it t effectively, and 
for onethird of what it uld cost you. 
McMENAMIN & CO., .. Hampton, Va. 


HERE pee tt opening for a practical, up- 
T to-date editor for one of the leading agri- 
cultural papers of the country. None but those 
thoroughly —— nae apply. Practical news- 


necessary. Address 
= PARGRICULTURIST,” care Pr s ane Printers’ Ink. 


VE pw § live advertiser wants to see our latest 
‘4 styles—Satanick, Jenson Italic—and our lat- 

est Cushing. pamphlet. We sai 

Fons things, but these are better. > TYPE 
UNDERS’ CO. See list of et under 

“ For Sale.” Specimens ready at nearest branch. 


N a ¢ 4 broker. Desirable lines 

goods, notions, cloaks, wrappers, 

pH k. lerwear—anything or everything in 

ladies’ eae le wear—wanted to mals of on 

commission throughout West Virginia and Ohio. 

C. 8. JACKSON, Manufacturers’ Agent and Bro- 
ker, Parkersburg, W. Va. 





——__ +o+ ——__ 
ADVERTISING AGENCIES. 


F 3 yA wish * advertise anything an: where 
time, write to the GEO. P. ROWELL 
ADVER! SING CO., 10 Spruce St., New York. 





PA PER. 


M. PLUMMER & CO. furnish the paper for 

this magazine. We invite correspond- 
ence with reliable houses regarding paper of all 
kinds. 45 Deckman St., New York. 











22 


BILLPOSTING AND | AND DISTRIBUTI} NG. 
Hor. ADVERTISING SIGN CO., a 
Roadside 


le advertising @ spec: 
HF RY J. BERENDES, 1429 1st somaaese a 
ville, Ind., solicits po a distributing for his 
= or no pay. 
ADDRESSES AND ADDRESSING. 
W E address and aan pe Fn sage poe! matter in 
ne and 4-4 at much less than 
of isiness and profes- 
J dresses thro 


hout the world. Send for 
circular. HOWE , ESSING CO., 235 So. 8th 
8t., Philadelphia, P: 














ADDRESSES SSES FOR SALE. 


YS of names in any tra. any trale, in any coun’ 





ears establi: 
TRADE &1 IN USTR'L PRESS, Wash., D.C 


——_+o+ 
MAILING MACHINES. 


‘| HE Matchless Mailer ; best and cheapest. By 
REV. ALEXANDER DICK, Meridian, N. <2 


3 and machines can be_ bo 
p 7 = AMERICAN TY a 
FOUNDERS" co. of branches under 
“For Sale.” 
ee en 
STORE DECORATING. 
og window and — Greseations = 
misletoe, palm leaves an ni 
Southern wild smilax and other beautiful ever- 
are powerful yfyf helps for Holi- 
Gay trade. For where to get them and how to 
use them address CALD The Woodsmar , 
Evergreen, Alabama. 


PRINTERS. 
TPOn WHEATLEY CATALOGUE COMBINA- 
TION. Home Life Building, New York. 
‘| ‘HE LOTUS PRESS, 140 W..23rd St., N. Y. City. 
Wee ad “ Advertisement Constructors p ae 


E do neat, ts, pan rin 
Rds as oneen Bestia mphile Beta clrenlars When 


ou Le a good job—one that" ‘ou want le 
fo too at and ok at a PRINTE! 
Ink PRESS. 10 Spruce St., New York. 


+e) 
ADVERTISEMENT CONSTRUCTORS. 
(CB4sBias AUSTIN BATES, N. Y. 
A. WHEATLEY, Specialist in Adverti 
Broad -? 


°« Bi way, New York. 


RON hie ee Oers ComnTn 
hig! grade ng cai 
logues. Home Life Building, New Yor 


GUase & SHAUGHNESSY, aavertionss, 623 & 
624,Temple Court, New York. Write 





Stal. and ot otes ou 
re rite me. GED SCARBORO, Bile 
PERE go good cuts Sraky moderate 

circulars. R. L. CU RAN, 


150 Nassau St., of Fork. 

r Nee Somty writer of exclusively medical and 
advertising. Advice or samples free. 

ULYSSE: a. ee on South Bend, Ind. 


A» experts wan a perfect example A 
type advert —— called the TYPE FOUNDERS 
let. It's delightful, A ERS? 
Bo. See list of anche « coher ” or For Sale.” 


A™ the borders and type used in PRINTERS’ 

INK are at the disposal < of people who have 
their advertisements put in ¢ type by me. M. 
JOHNSTON, . Printers’ Ink Press, 10 Spruce 
8t., New York ity. 


1% aave e jpst rin Eenee ed a little red booklet wi 


will bring y 
AUSTIN Bi BATES, Vanderbilt XR Y. 
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A “NEWSPAPER AD” and a 
‘\ Booklet” are the 
See No THE 


when “ creteatie sare 

LOTUS PREsS. W. 23d N. Y. City, make 
handsome Donklete and can’ hel you win suc- 
cess. Send for our booklet, ‘4 Monograph.” 


I USED to advertise “ads that sell goods.” It. 
was a sort of trade-mark with me. Later on 
it seemed expression, and I 


an undign 
dropped it. The fact still remains, however, that 
my _ do sell 8s. Thatis — they oe a: 
I want to hear from business men whose 
tising is im: 4 CHARLES “AUSTIN | BATES, 
Vanderbilt Bldg., N. Y. 


ERE are some of our prices: Retail adver 

tisements. $! to $10; trade 
goon $8 to 

; clreulars, | 


want to correspon iP 

= them to a ont offices neareonalty i if the they 
MOSES & HELM (C. Dan Heim, Be 

Moses), 111 Nassau St., New York. 


’ oa E = bringing ws a series  ooiee ae | booklets 


it to the 
iser in. can ry line ot them, 
ig Busi ” free; 


“ Handso 
ht and left bowers 


me 


printers, 3 
mens of our a. 10c. W: 

vertising. Advice free. THE ADVE 
AGENCY, Penn Mutual Bid; tual Bldg., 


V 7 E want you to get acquainted with us. We 
believe we are doing the best work in the 
in the writing an of ads and 
Send us samples of your ads, and tell 

} about your business, and ill 
itter of advice free.” Send us $1 and we will 


SERS’ 


coun 
bookl 


a you two written ads. An extra 
barge for an epage . pooklet, with t for cover, 
c. or an e' cut for cover, 

us hear fro’ THE A ERS' 


AGENCY, Penn Mutual E nial Building, Phila. 


Bea OOKLETS are important. The best work is 

A ony, — ots Bgoed enough for om 
llustrating. 

Tustrations an are ~ LL. to the text, but both 

portant. The idea, the theme of the pict- 

ure, ty its vitality ousands of can 

e@ good ished 

= Artists and peiaters are of the ad- 

verti: specialist ; they do wh what he ge them 
todo. [havea completely equipped art d 

ment of my own, but I have a wholly de- 

on it, Artists have their limitatvons. 

one is a ialist w: fithout kn it. 

Fach one thinks he 


; wae Cravings ; water colors. bf 
—each does some one thi wel 
In’ the takin, B= booklets I use each jist =f 
the work he . Half a dozen artists ma: 
work on one bookiet. & make handsome book- 
= ts that clear, clean, 


ry ina 
vineing nite to me about it. CHAS. 
AUSTIN aa a Vanderbilt Bidg.,N. Y. Plans, 
advice, writing and illustrating ‘or advertisers. 


W Biewe filled an order from a popular New 

k magazine for a Christus cover de- 

sign. There isa great deal m re to ph in this or- 

ler than ooapy It is the fact that high an 

authority as ne publisher should come 
tous for ideas. ost magazine covers are 

Oo is to Ve advertising into the de- 

=. as well as art. magazine’s circulation de- 

rances. A 


mds a ton @ outside 
pe ine that sticks ¢ out. its head len anews-ctand 
s of new ers. Sooner or 


all other advertising. 
and sound i sense 
We have had lo: 


ways to advertise for each good way. ae will 
all who write to us 
Write to us 5 about y 


New York. 


Moses), 111 Nassau St., 














ILLUSTRATORS AND ILLUSTRATIONS. 
pg ag illustrations ane initials, 5c. 8k 


me ogue 0c. AMERI 
ILLUSTRATING CO. Newark, N. * 


+o 
HALF-TONES. 


T= BUCHER ENGRAVING CO., Columbus, 
, furnish best 1-col. half-tone for $1. Send 
for proofs. 


QINGLE col, halftones, $1 $1; double, $2. Zinc 
\) etchings, 6c. Work k superior to most 
workmen only. 


others, as ny em| oy up-to-date 
rder and we will deliver cuts 


Send mone s with o 


free. ARC NGRAVING CO., Youngstown, Ohio. 
— +o 
FOR SALE. 
BUYS 1 INCH. 50,000 copies Proven. 
$3.50 W WOMAN’S WORK, Athens, Ga. 


] YRINTING PLANTS—Everything fc for the pee 
er; meee oe quality, best in Why buy 


the secon when = best costs no more! 
fe gag TYPE FOUNDERS’ CO., Boston, N.Y., 
t., Buffalo, Pitts. Chovelanal ee Chi- 


il., 8t. Louw , Minn., Kansas 
Denver, Portiand (Ore. ),’Frisco. Buy everything 
in one place, and save money and trouble. 


—_+e+—___—_. 
ADVERTISING MEDIA. 


4() WORDS, 5 times, 25 cts) ENTERPRISE, 
Brockton, Mass. ss. Circulation 7,000. 

af imo — af GUIDE, Ne New Market, N. J. 6c. 

line. in 3,000. Close 24th. Sample free. 
ATHOLIC camel 45,000 copies guaranteed ev 

+ ery w’k. No sample eopies. 18 Barclay St.,N. Y. 

RAND RAPIDS DEMOCRAT, lead paper in 

3 Mich. outside Detroit. LA COSTE, New York. 


7 OUNGSTOWN VINDICATOR, 8,400 d. and 8., 
6,000 w. H.D.LaC SOSTE,38 Park Row.N.Y. .Rep. 


NY person advertising | in PRINTERS’ INK 
+\ to the amount of $10 is entitled to receive 
the paper for one year. 


Ts PIQUA CALL “ wants” advertisers who 
it results. Larger circ. than all other 
Piqua dailies combined. LA COSTE, New York. 


T= GENEVA ey TIMES our ¢ ont in On- 
tario County. lates in 30 s. Sub- 

ome price to ae .00 a a | 

advertising medium in its territory. 

[3 LBOARD ADVERTISING reaches nearly 

every billposter, distributor, sign writer, 
poster printer and fair in the U. 8S. and Can 
m’thly. Sub’n $1 per yr. 25c 25c. line. Cincinnati,O. 


[se GOLFER for 1897 will be invaluable to 
advertisers of good s of all descrip- 
tions. This e has the wealthiest client- 
age in America. Its home patronage far ex- 
= any er local publication, and its gen- 
patronage embraces the leading adve' rs 
of the highest « cinas. If you have good goods, ap- 
pealing to the better class, your Savertisemsent 
should be in THE GOLFER. Kates of the agencies 
or THE GOLFER, Boston. 


G OOD HOUSEKEEPING, 

__ Springfield, Mass., 
gives first-class service e and appeals to the very 
best class of American housekeepers, who are 
really the buyingclass, and hence the most profit- 
able ones to appeal! to. 

Woman, as a rule, guides the family expendi- 
ture, and makes most of the purchases for all the 
good things of the home. _ 

Hence the well-known and generally accepted 
axiom that “ woman’s good taste and judgment 
unlock the pocket-book.” One of the best me- 
diums to reach over 50,000 families is Goop 
HOUSEKEEPING. oak 

Published monthly by Clark W. Bryan Co. 

Address all communications about advertising 
to H. P, HUBBARD, 38 Times Bldg., N. Y. 
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ADVERTISING NOVELTIES. 


F ‘OR the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


SUPPLIES. 
var BIBBER’S 
Printers’ Rollers. 
"7 INC for ee BRUCE & COOK, 190 Water 
4 St., New Yor 


d YPE—The malted of type f fashions. AM. TYPE 
FOUNDEKS’ CO. Branches in 18 cities. 


GC TRRBOSEES, linotype an and electrotype met- 
als; copper annodes ; zinc plates for etching. 

MERCHAN & CO., Inc., 517 Arch St., Philadel- 

phia, Pa. 

‘|‘HIS PAPER is — with ink manufact- 
ured by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce St., New York. Special prices 

to cash buyers. 


Mo Guns money in mail order business than any- 
else. No interference with other oc- 

ion. We tell you how and furnish every- 
oe sone , ete., 1c. THE NATIONA 
INS P. 7 116, Chicago. 


CLASS PUBLICATIONS. 


Advertisements inserted seared anter this heading, in 
the a; iate class, cost 50 cents a line, for each 
in ion. One line inserted one year, 52 weeks, 

‘or $26, 6 months ‘ag fn: 3 months for $6.50, or 
oaks Sor #2. Fort he publi: who does not 
find the heading he wants a new heading will be 
made to special y fit his case. 
AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 
DIRECTORIES. 
AMERICAN NEWSPAPER pepecroet. 
10 Spruce St., New York. Price 


HOTEL RED BOOK: Directo 
the United States. Price. 
GRAND UNION HOTEL, New York. 
EDUCATIONAL. 
a SOUTEERS | gr pe Lexington, Ky., 
copies ote She 


circulation in Ky outside of Louisville. Ofticia! 
ja. § rds of Education. 





of the hotels of 
ress care 


Rates and sample copy Dy free. 
GROCERIES. 


—, WORLD, Philadel Philadelphia, Pa. The iarg 
= A c i. ons the most comeiets mar- 
et reports; the largest cor id corre 
indents of any grocery ry journe journal published 
in the world. Send forfree sample copy. 
MEDICINE, 


LEONARD'S ILLUSTRATED MED’L JOURNAL, 
Detroit, Mich., has 10,000 each issue ; proved. 


MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
TEXTILE. 

TEXTILE WORLD, Boston. Largest rating. 
GUARANTEED CIRCULATIONS 

The circulation of the following pa- 
pers is pot mea by the pueeeters 
of the AMERICAN NEWSPAPER 
RECTORY, who will PAY A REWARD 
OF $100 in each and every case where it 


shall be proved that the — r is not en- 
titled to the rating accorde 


ILLINOIS. 


CHICAGO EIGHT HOUR HERALD, 17,370. 


MAINE. 


0. C. ADVERTISER, Norway, Maine (local). 2,740. 
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ine DISPLAY, 


RESULTS, 


on Brookins 

BEST ROAD 
THE onty REALL Roap 
ADVERTISING IN AMERICA. 
ARDS AND Posters Lance 


ENOUGH TO BE UNAVOIDABLE. 
ADDRESS FOR RATES: 


Crea Kissam & Co 


£33 Broadway, NY. 
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If you want 


Real Elevated Railroad Advertising 
put your card in the cars of the 


| BROOKLYN «L” 





Aig RRS eCity 


is conducted by experienced parties. 


covers 27 Wards of Brooklyn. 
is the original road to adopt large racks. 
gives the most display for least outlay. 
gives service equaled by none. 











Now that prosperous times are on us, get 
line if you want to have a display in 
ooklyn that nothing else can give---and 

price, all cars or stations, is $100 per 
month, 


How can you beat it ? 


—_— 





| 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





Issued every Wednesday. Ten cents a copy. 
Subscri oo rice, five dollarsa year, in advance. 
Six d undred. n., = numbers. 


copies AL $30, ora Sars number at same rate. 
Publishers to subscribe for PRINT- 
ERS’ mas So for the benefit of advg. ns 
ey ion, obtain special confidential terms. 
fT person who has not paid for it is re- 
bed in his namse. very paper is sropped 
name. Every r is 
at the expiration of the time ne pad | ie. ™ 
Oscar HERZBERG, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STREET. 
Lonpon Acent, F. W. Sears, 108 Fleet St. 
Cuicaco, Bennam & INGRAHAM, 315 Dearborn St. 


NEW YORK, NOVEMBER 18, 1896. 














THE P¢vertising of special offers al- 
ways has been, and always will be, the 
most profitable of advertising. 


A PAPER which carefully classifies 
every advertisement gives them, in ef- 
fect, extra display without cost. 


PRINTING in white on a black back- 
ground is one good way of making an 
advertisement stand out conspicuous. 


THE colored pictures that appear in 
Truth, New York, are a treat to the 
eye that loves artistic conception and 
artistic execution. 





THE Michigan Tradesman, an other- 
wise excellent journal, published at 
Grand Rapids, reprints many of the 
best things from PRINTERS’ INK with- 
out any credit whatever. The Little 
Schoolmaster has made several private 
protests and now puts its protest on 
record. 








THE march of utilitarianism will 
eventually deprive us even of the news- 
boy and put a machine in his place. 
The ‘‘automatic newsboy,” recently 
exhibited in New York, is a slot ma- 
chine whereby a reader can secure his 
newspaper simply by depositing the 
requisite amount. 





PICTURES speak a universal lan- 
guage, understood all over the world. 
Their appeal is as potent to the unlet- 
tered as to the lettered, as easily un- 
derstood in Bombay as in New York 
or Paris. No advertiser can afford to 


ignore a form of advertisement so ably 
calculated to advance his interests. 





PRINTERS’ 








INK. 


REforTs from all parts of the coun- 
try indicate that a gratifying revival 
of business activity is now already be 
ginning. Advertisers have reason to 
be thankful that the long period of 


i ees 
= stagnation is now passed forever, and 


that the triumph of sound money is 
bringing forth hoarded dollars from 
their hiding places. 


AN advertisement ought to have an 
atmosphere of vitality, of life, about 
it. It should be so constructed that it 
dissipates a sluggish state of mind on 
the reader’s part, and makes him read 
and think. This result is largely se- 
cured by dispensing with qualifying 
words (adjectives and adverbs), and 
making the sentences as short and 
abrupt as possible. 


CALDWELL, a woodman of Ever- 
green, Alabama, advertises that he sup- 
plies material for decorating stores for 
fall openings, and that he will send 
sufficient smilax, palm plants, etc., to 
decorate a store entrance or one win- 
dow fora dollar. The art of appro- 
priate floral decoration will probably 
be more closely studied in the future, 
and become far less expensive than at 
present. 





THERE is no question about the 
benefits accruing from advertising; but 
how best to accomplish results is only 
found out by careful and painstaking 
investigation. Following the lead of 
others is not always practicable. Every 
merchant is surrounded by some con- 
ditions that exist nowhere else, and 
when writing: his advertisements he 
must consider the people whose trade 
he is soliciting. 


MEssrs. ADFRED DOLGE & SON, 
selling agents of the Autoharp, issue a 
beautifully printed and _ illustrated 
booklet of twenty pages, entitled, 
‘*How the Autoharp Captured the 
Family.” This booklet is furnished 
to dealers in the Autoharp at $3 per 
100 copies net, or ready for mailing in 
corrugated envelope, with dealer’s im- 
print, at $5 per 1I00.- It seems curi- 
ous to PRINTERS’ INK that dealers 
should be expected to pay for this ad- 
vertising matter, the usual plan being 
for the manufacturer to shoulder the 
burden himself. The Little School- 
master would be pleased to get opin- 
ions from advertisers as to whether the 
method instituted by the Messrs. Dolge 
is practicable. 
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It seems that the chief end of a 
newspaper is the business end. 





A PERSON may have excellent lit- 
erary ability, yet be a poor writer of 
advertisements. 





A =TRADE-MARK, oncé adopted, 
should not be changed or varied or 
used in alternation with another. It 
may be necessary to constantly change 
labels, etc., but the one distinctive 
trade-mark should always be seen. In 
its constant use and reiteration lies its 
whole value. If, in addition to this, 
it is distinctive and recognized at a 
glance, the effect is greatly enhanced. 

A GREAT many business men who 
advertise measure the value of the ad- 
vertisement by the direct returns they 
get from it, and after a short trial 
withdraw it from their trade journal 
on the ground that it does not pay. 
This is no doubt true of the retailer 
who wants to reach the consumer, but 
it is in no sense true of the manufact- 
urer. The indirect benefits derived 
from keeping the name before the trade 
are out of all proportion to the direct 
returns received, and the most success- 
ful advertisers are those who keep their 
names so constantly before the trade 
that their names become as familiar as 
a household word. The manufacturer 
who does not let his trade know what 
he has for sale, and where it can be 
found, will soon find himself outstripped 
by his advertising competitor. 

——__ +e — — 


A BASIS OF CIRCULATION STATE- 
MENT 


The following is from the Newspaper 
Maker: 


In the absence of any specific or univer- 
sally accepted standard or basis of calcula- 
tion, various publishers have different no- 
tions of what constitutes circulation, and 
make statements in accordance with their 
own peculiar ideas of what is fair and hon- 
orable. 

One publisher considers that he is entitled 
to claim as circulation the actual number of 
papers shown by the press indicator. 

Another thinks that every eight-page sheet 
printed by his presses constitutes a unit of 
circulation, whether his paper consists of 
eight or sixty-four pages. 

till nother believes that every complete 
paper ming from the press-room should be 
cov 

‘ese are all radical ideas, purely from the 
p.... ssher’s standpoint, entirely without con- 
sideration of the advertiser’s interests, which 
are completely ignored. 

Other publishers believe that circulation 
consists of the number actually sold to news- 
dealers without reference to returns, papers 
sent to subscribers and exchange copies. 


Another class consider that they are merely 
entitled to count papers actually sold to 
dealers after deducting returns, plus sub- 
scriptions, exchanges and sample copies. 

And, lastly, among the thousands of pub- 
lishers. a few make their statements on a basis 
of actual sales and subscriptions after deduct- 
as and all free or — copies. 

hese are only a few of the many methods 
used in making public statements by news- 
wen concerning circulation. Some pub- 
ishers decline to make any statements, and 
those who do make them by the dewious ways 
above outlined all believe they are right. 

Amid such an array of published state- 
ments the advertiser has a somewhat difficult 
and almost hopeless task of reducing any list 
of statements down to a known quantity of 
circulation to know what it costs him per line 
per thousand. 

man who buys a glass of soda water 
knows how much froth and fizz he gets, for 
he can see it through the glass, whereas the 
man who buys advertising, even on truthful 
statements reached by di erent methods, can 
hardly tell how much froth and waste paper 
there is in the circulation he purchases. 

From the advertiser’ s standpoint legitimate 
circulation is only that part of the output of 
a newspaper office that reaches paid sub- 
scribers and readers, and all others, whether 
samples, ny oy free copies or special 
editions, should be considered as froth and 
fizz of doubtful relevancy in an honorable 
circulation statement. 


The only true plan is to report the 
actual number of completed copies 
printed. What is done with them is 


to be considered in fixing the value or 
character of the circulation. —[Eb. P.I. 





THE picture of a healthy, pretty 
child rivets the attention of most peo- 
ple, especially women. This fact is 
now generally recognized by adver- 
tisers, and the use of a multitude of 
child-faces as eye attractors is the re- 
sult. The little boy above reproduced 
is one of the best of these. There isa 
depth of enjoyment in his face that 
speaks volumes for his opinion of 
H-O. The whole advertisement is ex- 
cellent in that it puts the reader ina 
pleasant and receptive mood. 
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_ ADVERTISING FOR RETAILERS. 


PRINTERS’ 


INK. 





Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer suggestions for the premeiiee of better advertising. Send newspaper ads, circulars, 


booklets, novelties, catalogu: cc Fate pee 
vertising) can 


Little Schoolmaster in the. ‘art a ai 
tions to the Editor of PRINTERS’ INK 


POPOL AL LD 


Here’s a new idea to me from Bos- 
ton. It isn’t a bad one, even if it is 
based ona pun. Nevertheless, I think 
there are a whole lot of people who 
would patronize a dye-house who don’t 
care a copper about Napoleon, and 
wouldn’t comprehend the pun. As a 
smart ad it isn’t bad, but as a busi- 
ness-bringer I’d rather have a straight 
talk about first-class dyeing and cleans- 
ing: ; 





NAPOLEON 


was crowned 


EMPEROR OF FRANCE 
in 
1804, 
and 
BARRETT’S DYE HOUSE 
was established in 
1804. 


Both have become famous. Napoleon dyed 
Europe in blood that cannot be cleansed 
from history’s pages, while Barrett’s estab- 
lishment has been doing first-class dyeing 
and cleansing for critical customers more 
than ninety years, without injury to the 
most delicate fabrics. 


A CENTURY OF SUCCESS 
without a 
WATERLOO!! 

Gloves, Laces, 
Blankets, Curtains, 
Elaborate 
Wearing Apparel, 
thoroughly cleansed in a first-class manner, 
at 

BARRETT’S, 20 Tempie PLace. 


*,% 


Louis C. Miller, of Philadelphia, 
writes me that the following matter, 
sent on a postal card to a large list of 
customers, brought big returns. He 
says that Mr. Dunlap is selling more 
flour than he ever sold before. I have 
always believed in announcements of 
this description. I’m sure that it pays 
any business man to circularize his 
customers with special offers and keep 
everlastingly at it. Even if I didn’t 
believe in the value of the following 





PRINTERS’ INK (The 


dress all communica- 


matter, the fact that it brought busi- 
ness would settle the question. That’s 
what an ad is for—to bring business— 
simply that and nothing more. 


troubles-—per'! —_ 
hten them. 








Something Startling! Positively for Ten 
Days Only! 


PHILADELPHIA, Sept. 23, 1895. 

Dear Mapam-—I want to start. the fall 
business of 1895 in the proper way. As a 

‘starter’? I will send you a barrel of the 
Best Champion Flour for $3.50, if you leave 
your order before Oct. 6, 1895. If you are 
using this flour, all I need say is that it will 
be better than ever before. If you have not 
used it lately I will sell you a zib. bag 
for 14c.,a 12-lb, bag for 23c., a 24%-lb. bag 
for 45c., so that you can try it before order- 
ing a barrel. This i is the lowest price ever 
known for a high-grade flour. We expect a 
rush and cannot promise to make all deliver- 
ies same day as ordered, but we will do our 
best. Think it over—then Jet us hear from 
you quickly. Yours respectfully, 

Geo. M. Duntap, 

N. E. Cor. po & Tasker Sts. 





* 
+, 


The successful business man is the 
man who tries to do the most for his 
customers, An advertisement is sim- 
ply the story of what the merchant or 
tradesman is willing to do for his 
customers. The business man who is 
always figuring out some new courtesy 
of convenience that he can offer cus- 
tomers is the one, other things being 
equal, whose advertising is most likely 
to succeed. Here is an advertisement 
that couldn’t be improved upon : 


A Postal 
Will Do It. 


GET YOUR SHOES MENDED 

AT 612 JOHN STREET. 
Write me a postal card and I will call for 
and return your job on short notice. The 


best of stock is used and the workmanship is 
unexcelled. . K. BUNNELL., 








Mr. Bunnell makes an offer here that 
would catch me every time. I believe 
that it would catch any man that ever 
has his shoes mended. It’s certainly 
a big convenience to have the cobbler 
send around in response to a line on a 
postal card, and get a pair of shoes 
that are a little run down, cobble 
them and return them without any 
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trouble on the customer’s part. It’s a 
great, big convenience and a great, 
big accommodation to customers. If 
Mr. Bunnell advertises this offer con- 
sistently he ought to have more busi- 
ness than he can possibly handle. 
This is simply an illustration of the 
fact that the business back of the ad- 
vertising, the desire to please and the 
determination to deal fairly and square- 
ly, has a world to do with the success 
of that advertising. 

The cobbler isn’t the only man to 
whom this applies. I know a young 
bachelor who wili not patronize any but 
Chinese laundries. The Chinese laun- 
dry doesn’t advertise except by word of 
mouth offers of its proprietors. It gets 
this young bachelor’s laundry because 
John Chinaman, the laundryman, 
comes to his apartment, gathers up his 
laundry two or three times a week, 
takes it away, launders it and brings 
it back. Once or twice a month he 
presents his bill. The young bach- 
elor half the time doesn’t realize that 
he has a laundryman. He isn’t trou- 
bled in the least, except when the bill 
comes round. An American steam 
laundry wouldn’t do this. I doubt if 
the young bachelor would trust its em- 
ployees to have the free run of his 
rooms at any time. In so far as John 
Chinaman goes from one young bach- 
elor to another and offers to do this by 
word of mouth he advertises. He ad- 
vertises to do something that American 
laundries wouldn’t do. 

There are a thousand and one little 
conveniences that every merchant and 
tradesman can advertise to his custom- 
ers, that are just as effective as these 
mentioned. The man who studies to 
accommodate a customer in these little 
things and then advertises the fact is 
the man who succeeds. 

* % 
* 


W. L. Agnew, of Virden, Man., 
sends me a very clever grocery adver- 
tisement : 


TOOTHSOME 
TITBITS! 


Our shelves are laden with palate- 
pleasing dainties at pocket - pleasing 
prices. 

We want to place some of these good 
things on the tables of all the good peo- 
ple who like good things to eat. 

Will you dine with us to-day ? 

MENU : 








The menu is made up of leaders, 


with quoted prices. I call this a good 
ad for a country grocery. 


** 


W. P. Fuller & Co., dealers in wall 
papers, etc., at San Diego, Cal., circu- 
larize their city with a very clever ad- 
vertisement printed on wall paper. 
The outside of their circular bears no 
printing, and is simply a wall paper 
design. The first inside page contains 
simply their name, business, address 
and a cut of their store building. The 
opposite page I reproduce : 


You Are Invited. 


San Dreco, Cal., March, 1896. 
We cordially invite you to call and inspect 
our new stock of 1896 Wall Paper, which is 
certainly the largest ever brought to South- 
ern California, and complete in every detail. 
It includes the latest and most artistic de- 
signs and colorings in leather and pressed 
goods, fine ingrains, delicate embossed and 
silk effects, special and plain gilts, gold 
backs, flats and blanks of every description. 
The blending of tints and harmony of com- 
binations are beautiful works of art, and 
must be seen to be appreciated. You will be 
agreeably surprised when you find what ele- 
gant paper can now be purchased at a small 
cost. It will please us to show you our stock 
of paper, and we can assure you of courte- 
ous treatment and polite attention. Yours 

sincerely, W. P. Futter & Co. 


If to this matter Fuller & Co. had 
added a quotation of prices on one or 
two leaders, I should consider the ad- 
vertisement a good one. 


* & 
* 


W. Trickey, of Pearsall, Texas, 
sends me the following ad : 











The brave Cubans are letting their life’s 


BLOOD 


flow freely for the cause of liberty. It is not 
necessary for your 


BLOOD 


to flow that way, but it should flow with ease 
and perfect purity if you want to be vigor- 
ous, healthy and happy, hence we draw your 
attention to our 


SARSAPARILLA 


with Iodide Potassium. We know it and 
freely recommend it. 
too — DOSES — FOR — $1.00. 
An excellent spring medicine. Will you 
try a bottle? 
H. A. MERCER, 
Drugs, Books, Stationery, 
PEARSALL, TEXAS. 





The two display lines, ‘‘ Blood,” are 
each stamped on the newspaper in red 
ink with a rubber stamp. This, of 
course, makes the two head-lines stand 
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out distinctly amidst the black and 
white of the country newspaper. The 
idea is, of course, only practicable 
where the newspaper used only issues 
asmall edition. It isn’t by any means 
anovelty. There is no question but 
what it will catch the eye and cause 
the ad to be read. I don’t particularly 
like the use of the word ‘‘blood” in 
the red display. It’s just a little bit 
too startling. 

* % 

* 

Stone & Jermyn, of Waverley, Pa., 

have a spring tongue support that 
they aim to sell to farmers in their lo- 
cality. They distribute little slips 
bearing a picture of their contrivance. 
The little slips start out this way : 


FOR THE BOYS. 


A man having a fox, a goose and a peck of 
corn was desirous of crossing a river. He 
could take only one across at a time, and if 
he left the fox and goose while he took the 
corn over, the fox would kill the goose ; but 
if he left the goose and corn the goose would 
eat the corn. How shall he get them all 
safely across the river ? 

For answer, write to 


STONE AND JERMYN. 


Then follows a cut, then the firm’s 
address. There isn’t a word about 
the merits of their contrivance. If a 
firm wants to advertise funny- puzzles 
and conundrums for the children, it 
should go into the conundrum busi- 
ness and drop mechanics. If it pro- 
poses to sell mechanical contrivances I 
think it should advertise mechanical 
contrivances. I don’t believe a conun- 
drum will sell anything. 

*,* 
READY-MADE ADS. 
[I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
ven to the author when he is known. Contri- 
utions of bright are solicited. e name 
nted, if he 


and address of the writer will be pri 
wishes it to be.—Ep. P. I.] 
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INK. 
For a Tailor Store. 


Men Who Study 


To Dress Correctly 
recognize the impos- 
sibility of making their old clothes pass for 
new ones by any juggling of the bushelman. 
The past year has decreed so many changes 
in men’s garments that the old cannot be 
made to pass muster as creations of 1896. As 
Shakespeare has said, ‘* The apparel oft pro- 
claims the man,” and it is indeed true in this 
rogressive age, man is judged by theclothes 
€ wears. en who wear our clothes are 
not only well dressed, but are always dressed 
in the latest styles, for our constant endeavor 
is to keep a little ahead, rather than behind 
the latest fads and fashions. Our spring 
suitings have arrived. 





For a Hardware Store—(By Henry Holmes). 
7 . 
Building. 


Brick by brick the greatest buildings 
are reared, step by step a big business 
is built up. 

We have given every care to ours. 
We hunt up the best goods to suit our 
customers, There isa great choice in 
goods, and we solicit an early call to 
see our line of 


Hardware. 


Important in a hardware stock are 
tools. A great many things in the 
building line are useless without them. 
Tools are the living of the mechanic— 
the carpenter. It is possible to pro- 
duce good work with bad tools, but 
it’s much harder to do it. Good ones 
cost little or nothing more than the 
other kind. The quality depends on 
where you buy. You are always sure 
of the best at 





For a Clothing Store—(By Henry Holmes). 
Collaring a Man 


is not the way to make a man enter 
our store and buy. We don’t attempt to 
orce any one to purchase from us, but by 
offering value for money, seek to show them 
that buyers’ and sellers’ interests are really 
identical. 
Shakespeare says: “ The apparel oft pro- 
claims the man.’”’ Nobody has ever success- 





For a Jewelry Store—(By Henry Holmes). 


Good Times 


in the game of life are 
caused by only buying what we need and 
not wasting our precious time or money on 
trash. 


WHEN YOU 
BUY JEWELRY 

you want something you 
can depend on. On the outside plate looks 
the same as solid, but plate wears off. It’s 
all right if you paid only the plate price, but 
if you paid for solid—oh, dear! or some 
other word beginning with ‘“‘d.”” We make 
a specialty of solid goods, but we'can sell you 


fully disputed this. 

Good clothes are always worth more than 
they cost—especially when they are bought 
of us. Only the very rich and the very poor 
are excusable for dressing badly. Just now 
see our or $—. 








For a Provision Store—(By F. W. Robinson). 


Think of It! 


We sold over half a million pounds 
of provisions last year, and we are 
not rich yet. It’s all because we are 
satisfied with small profits. 

Our prices prove that. 

We carry everything in the pro- 
vision line from an egg to a side of 
beef, and also fresh fish, poultry and 





= article in plated ware, and at prices that 
will probably surprise you. 





vegetables. 
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THE GENERAL ADVERTISING 
AGENCIES OF N. Y. CITY. 


FRANK SEAMAN, 





Mr. Frank Seaman, who is still a 
young man, scarcely more than forty 
years of age, has built up one of the 
most successful advertising bureaus of 
this city. He is a gentleman whose 
time is so pre-empted that it is difficult 
generally to catch his ear, for he is 
identified with multifarious interests, 
notably the Gramophone Company and 
others. Mr. Seaman was for a long 
time identified with the publishing 
house of Cassell, Petter & Galpin, 
afterwards Cassell & Co., as advertis- 
ing manager. Among other business 
put out by him may be mentioned that 
of the Hamburg-American S. S. Line, 
the North German Lloyd, the Old 
Dominion S. S. Line, the Canadian 
Pacific R. R., the Chesapeake and Ohio 
R. R., the Chicago and Northwestern 
R. R., the Great Northern R. R., the 
Rock Island and Pacific R. R., the 
Lehigh Valley R. R., the Michigan 
Central R. R., the Liberty Bicycle, the 
Buffalo Cycle, the Jackson Sanitarium, 
the Eastman Cameras, the Erie Preserv- 
ing Co.’s products, and those of Pills- 
bury-Washburn, the Coe Chemical Co., 
the Cereal Machine Co., the Cereal 
Medical Co., Curtice Bros., the Frank- 
lin Mills, Geo. R. Fuller, Gorham 
Mfg. Co. and Higgins & Seiter. 

The splendid brochures on traveling 
which emanate from Mr. Seaman’s 
agency are issued by a special depart- 
ment conducted by Mr. Frank Pres- 
brey. 


—— +e 
THEORIES ARE NECESSARY. 


Mark you, theory always goes before 
practice. Man has never built or 
created anything in this world, from a 
little tin whistle up toa god, that he 
has not first laid down a working the- 
ory upon which to proceed. Men 
sometimes accidentally stumble upon a 
valuable thing, but we don’t trust to 
accidents in business. We collect as 
many facts as we can, and from them 
reason—theorize—as how best to pro- 
ceed. Facts are as valuable in busi- 
ness as elsewhere—but no more valu- 
able. It is the man who masters his 
own theory and the theory of his art 
who succeeds.— Push. 

er ed 

ADVERTISING has taken many articles 
from the list of luxuries and placed 
them on the list of necessities. 
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GOOD MONEY WASTED. 


The patrons of dry goods stores are 
mostly women; did you ever hear or 
know of one who looked through the 
pages of a hotel register to find out 
what the dry goods stores were offering 
in the way of bargains? 

Take the case home to yourself; did 
you ever go to a hotel register for infor- 
mation about clothing, shoes, etc. ? 
No; of course not. Were you ever in- 
fluenced by a glass sign over a desk in 
a hotel reading-room? Did you ever 
have a ‘‘dodger” stuck in the crook 
of your elbow and, after reading it, go 
and investigate the merchandise that 
the ‘‘dodger’’ advertised ? 

Did you ever note a big transpar- 
ency on an express wagon, at the tail 
end of a circus parade, with a drum 
corps in its ‘‘innerds” and acknowl- 
edge to yourself that it was good ad- 
vertising? Did you ever—but what’s 
the use? We might go on enumerat- 
ing schemes that are sprung on the 
unwary advertisers until our space ran 
out, and then give you only a faint 
idea of the ‘‘ wonderful” chances that 
they miss if they don’t invest in them. 
—Dry Goods Economist. 











AGENCY Be = 
8S YONGE ST. PCO, 
A CANADIAN idea of a good adver- 


tisement. From Susiness—a paper for 
office and store. Published at Toronto. 
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BRIGHT SAYINGS OF ADVER- 
TISERS. 


CuTLery that cuts. “uts.—Cr vraggs Bros. & Co., 
Halifax. 

It kills doubt but cures doubters.—Ayer’s 
Sarsaparilla. 

ALL ae but the poor kind.—C. £. 
Sutphen, N.Y. 

pte na la good things to good people 
always pays.—Chicago /imes-Herald. 

Lacgs at almost the price of the thread that 
makes them.—BSently, Bass & (0., Temple, 
lex. 

Isn’t the emulsion all others try to imitate, 
the emulsion for you to buy?—Scott & 
Bowne. 

WE believe in the free and unlimited coin- 
age of bargains at a ratio of 16 at our store 
to 1 at any other store.—McKennon, Ander- 
son & Foster, (olumbia, Tenn. + 

Are your dollars dead or alive? If you 
carry them in ed | ocket they are dead. If 
you invest ten of em in one of our $10 
suits or overcoats they will be alive and re- 
turn to you big value.—Chas. H. Nason, Au- 
gusta, Me. 

THERE are two kinds of list prices. Lists 
that are made to sell from, and lists that are 
made to give discounts from. Our catalogue 
list is the net retail price, and no dealer is 

allowed to sell pocket kodaks, bull’s-eyes, 
bullet cameras or transparent filmat less than 
such published prices.—Zastman Kodak Co. 

Take down your dictionary and see what 
Webster calls a ‘‘ bargain.’’ He says it is 
“A Gainful and Satisfactory Transaction.” 
According to that, then, our whole business 
must be made up of * Webster’ s Bargains.” 
We gain a little profit and the buyer is satis- 
fied that he gets his money’s worth.—J. / 
Moore. 


——— 
AGREED WITH HER. 
Mrs. et per was an awful jam 
down in the dry goods store. 
Cobwigger—So I should judge. They seem 
to —_ squeezed all the money out of you.— 
Trut. 


ARRANGED BY STATES. 


CALIFORNIA. 


QOUTHERN CALIFORNIA’S matchless paper, 
\ Los Angeles Trwxs. Cire’n over 18,000 daily: 














MICHIGAN. 


G RAND RAPIDS DEMOCRAT covers Western 
J Michigan. 








le Owosso, Mich., RECORDER is delivered b: 




















carriers once a week to 2,000 homes. A prof- 
itable di for your use. 
MISSOURI. 

Cr ioe. the fleld —St. Joseph HERALD—8,000 d., 
8. 9,000w., LA , New York. 
Gat E, West ye Mo., , leading paper t 4 

I frolt growin 
pA Write fort r-, 
NEW JERSEY. 
\ in —*-% © sengere © Ge Red Bank 
it gi atten- 


tion to ony news, social fF irths, mar- 
riages, deaths and general personal happenings. 





NEW YORK. 


ppeesassron LEADER. 








Bre HAMTON LEADER, the tea table favorite. 





| INGHAMTON Ly — ae afternoon 
paper and the favorite famil i 


B » INGHAMTON LEADER, the = paper, filled 
» full of live local and general news ; no boiler 
plate, no fake features, ok . legitimate paper 
the ts constituency. 

| See tre LEADER, i class penny 

afternoon paper. Most important daily in 
that city, cc mmanding the respect and confi- 
dence of readers and advertisers alike, both at 
home and abroad. Average circ circulation covering 
every issue 1895, Daily, 8. Weekly, 6,600. — 
circulation weekly than all the other 
weeklies combined. THE 8. C. BE KWITH 
SPECIAL AGENCY, Sole Agts. Foreign Adver- 
tising, New York and Chicago. 


NORTH CAROLINA. 


A DVERTISERS want the best. The Charlotte 
Z News has the la 

daily paper, and the KLEN 
the largest circulation of an: con My pipers = 
Mecklenburg County, population — 50,000. 
Rowell’s Directory says so. Rates are reason 
ble. ‘ge further information aatirees w. C. 
DOWD, publisher, Charlotte, N.C. 


OHIO. 


yy daily and weekly ears in FKastern 
THE Vespocasos, ungstown, 8, 
a. 49,400 g. " 6,000 weekly. LA OOSTE New York. 


PENNSYLVANIA. 


[pers in the coun Doylestown, Pa. Oldest er 
pers established cow Tae, lente established 1 


4 journals owning t 
only waty the oul ome-made papers in the county, 
never axing resorted to p! matter nor patent 

eets. Send for map showing circulation. !AS- 
CHALL & CO., Doylestown, Pa. 


TEXAS. 


G ALVESTON TRIBUNE. 









































(jALVESTON TRIBUNE, a money winner. 





GJALVESTON TRIBUNE, the most influential. 


Ege ad TRIBUNE. prosperous and por 
Leads the afternoon procession 
NALVESTON TRIBUNE makes money for A 
self and will make it for you. Thoroug! =f 
up to date, with ali modern mempontens pin 
ances. A live paper for live people. 
TL VERTON TRIBUNE, eer — counts. 
City circulation large edi newspaper 
in Texas. A dividend- ‘ayin med: , backed 
by the brains and capital of the city i 
GALVESTON TRIBUNE, Pally four pages, Sun- 
day twelve pages and 


Week 
all live, rous ublished bj th Ie Gal: 
veston Pub. Go. W -¥ add, Pres ~: Chas. Fowler, 
Vice Pres. ; Fred Chase 
Sec’ ey, and Bus. Georg ry kx" Ousley, Editor. 
8. C. Beckwith Spec. ‘he’cy, sole agents. 
VIRGINIA. 

YNCHBURG NEWS ; only morni: r ; %,- 
L 000 population ; established 1 t 866 daily. 2,600 
Sunday, 2,600 ; weekly, 3.000. tot ussubmit he al 
and rs for examination Leadi pe 


west of Richmond. H. D. LACOSTE, 38 Park 
Row, wow York, Manager Foreign Advertising. 


WASHINGTON. 


eee TIMES. 
 aeeaienae TIMES is the best. 



































* [== TIMES is the home paper of Seattle's 60,000 
people. 





ans ae ane 6 eo oe oe 


ti_anmnes a. A ae 








PRENTERS’ INK, 33 


x the largest circulation of dny evening paper Lynchburg NEWS {000 Weds: 


north of San Franc 
Wi IN. Ti TOPEKA, KANSAS 
SCON Ss GSroutation b> ln gunsentnet caer circula- 
QUPERIOR TELEGRAM pays advertisers. “1| “0 than any other Kansas weekly. For rates, 
S ama lar r advertiser in the columns of Chideee ne Ill. 1A yy Ey Seen 














va enivis’  -{- local a ‘nek “Dut from the neigh 
poring to of H. DLA COSTE, $8 Park Row Nev Th e Eve n i ng 
Journal, 


line yearl: 
36. 00 “gus Fag =, Soe RES JERSEY CITY, N. J. 






































Average Daily Circulation for 1895, 
; 14,362. 
Displayed Advertisements. | , wantin’  — - 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in + sea ee a ae * 
peop: le in the by the Baer Packed Without Glass. 
146,306 Pak ict poe Gee e Buperier TEN FOR FIVE CENTS. 
~NO TAX ON ‘AGE! SENTS, trom the original prescription, but more eoonom: 
X, Randolph h for One -- e- Y nad for = del d for a ry vn 
Dime THe § Bux, doiph ‘Building, Station DIRECTIONS Take one at real or bed 








time or whenever you feel 2 = . Swallow it 


“PISHERS OF MEN” | iis ina; viscate noua strate 


induce sleep ; rotons | life. An invaluable j— 
The shrewd advertiser who drops his —¥ Pe N , 
Spring i. No matter what’s the 
into the Jackson, Tenn., matter, one will a you good. One gives relief— 
WH IG one: tng if directions are followed. 
a= ss The hough it to be had of 
is sure of a good all yt ty altho h it = ye 3:4 that almost 
Galy morning r in a radius of any di ut tn an when requested 
veritable Alex- by a mer eo aease 80; ; but case a single 
ser Selkirk in its -y a" Jack- carton containing ton tay 1 be sent, post- 


age id, to any address ie five cents in stamps, 

forwarded to the Ripans Chemical Co., No. 1 

Spruce St., New York. Until the goods are thor- 

oughly introduced to the trade, nts an 

dlers will be supplied at a price which wil) allow 
of fit, viz. : 1d 





and 
- trading mart of 309,000 people 





snap, P push an them a fair in ro! : 1 dozen car- 

The HIG is the key to the situation. tons — conte. s Ce = om ( CS 
L, J. BRooxs, Prop’r, Jackson, Tenn. cartons) for $4.32—by mail for $4.82. 5 gross 

cartons) for 52, 25 (3,600 cartons) for 

H. D. LA COSTE, with, the order in every case, and 


Cash with 
EASTERN REPRESENTATIVE, 38 PARK Row.N.Y. Height or express charges at the buyer’s cost. 


THE ARGONAUT 


is the only high-class Political and Literary Weekly published on the Pacific 
Coast. Thousands of single-stamped copies of it pass through the post-office 
every week, remailed by subscribers to their friends. It has a larger circula- 
tion than any paper on the Pacific Coast, except three San Francisco dailies. 
It goes into all the well-to-do families of the Pacific Coast. Over 18,000 circus 
lation. Argonaut Building, 246 Sutter Street, San Francisco. 

























St. Joseph |Daiy, 8,000 /-°°S% 
(Mo) | Sunday, 8000 ( FULL VALUE 
HERALD ‘amen ote 

Leading family newspaper in Northwestern Missouri. Rates for advertising of 


Manager, Fe D, La Coste, 7° Nseve. 














To Clock 
Manufacturers: 


HAVE lately delivered a clock cata- 
logue of 108 pages and cover, which 
is the best gotten out in its line this 
It is printed in one color 
throughout. Everything about it is 
plain. It is a specimen of work which 
I want to do more of. Those who use 
catalogues are requested to send for a 
copy and examine it carefully. I have 
the facilities for turning out the best 
work in this line. To those who mean 
business and want really good work, 
I will be pleased to prepare an esti- 
mate, furnish dummy and give a general 
idea of what I can do for them. 
Send me a copy of your last cata- 
logue, with full particulars. 


WILLIAM JOHNSTON, 


Manager Printers’ Ink Press, 
New York City. 


season, 


10 Spruce Street, 





From Ocean > 


To Ocean 
at 


The Union 
Gospel News 


Finds its Wav 


‘ 

cs 

& 

ic 
Being undenominational and 
reaching thousands of homes 
mot reached by any other 
paper of its kind. 


Advertisers know its when. 
Published every Thursday. 
Write for rates. 


Bad 
ooo Th... 


Union Gospel News, 
Cleveland, Ohio. 


Address 


obwrecuenipeseweun evvvrvcVvY 


wevevuvevevvuvvevevved 
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Not Every One 
Reads 








70,000,000 


: 
= Readers 
: 








ir, the United States 
alone. 


of people with money 
to buy what they want 
do read THE PETERSON 
MaGazInE, and advertis- 
ers reap a direct benefit 
from their announce- 
ments in its pages. 
Advertising Rates, $80 
_ page by the year. 

alf and Quarter pages 
in proportion. 









THE PETERSON COMPANY, 
109 FirtH AveENUE, 


New York. 


But many thousands 
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PRINTERS’ 


Advertise 
Now! 


BUSINESS IS 
WHOOPING ALONG! 


To reach the residents of 
Albany and vicinity 


USE 


THE ARGUS 


(Daily, Sunday and Semi-Weekly) 


The largest and best papers 
published at the Capital City 
of the Empire State. 


Rates, sample copies, etc.,on 
application. 


THE ARGUS CO., 
Broadway and Beaver Street, 
ALBANY, N. Y. 
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DO YOU PUBLISH 
b NEWSPAPER ? 


Are you keeping a record of your 
issues ? 

Do your actual issues average more- 
than a thousand copies? 


If so, you can have the exact figures 
inserted in the American Newspaper 
Directory for 1897, showing the actual 
average issue or sale during the entire 
year 1896. It will cost you nothing— 
provided you furnish the requisite in- 
formation, duly signed and dated, and 
in a form that will insure the informa- 
tion being definite. 

Circulation statements to insure at- 
tention should cover every issue in 
1896, and be sent in not earlier than 
January 2d or later than January 16th, 
1897. 


All communications should be addressed 


Editor AMERICAN NEWSPAPER 
DIRECTORY, 





to Spruce Street, New York, 





Mnzeiger... 7 
Des Wlestens 


THE GREAT GERMAN-AMERICAN 
PAPER OF THE WEST AND 
SOUTHWEST 


The leading, the foremost German daily of St. Louis— 

its circulation by far exceeds that of all the others. 
The Anzeiger des Westens pays more postage for its issue 
through the mails than any other German paper in St. Louis. 
The Anzeiger des Westens covers the German field of the 


West and Southwest. 


ESTABLISHED 
1834. 


DaILy, 8 pages 
SUNDAY, 24 to 32 pages 
WEEKLY, . 12 pages 


comparative investigation of all books—not of cash books only, which 


Tue Anzeicer pes Westens is always ready and willing to prove bya 3 


may be doctored—nor by affidavits, which some persons with an 
elastic conscience, and no sense of dishonor, make as eas.ly as eating 
a good dinner, but by an investigation of everything, that its circula- 
tion is far greater than the circulation of zny other German paper in St. 


Louis. 
JOHN SCHROERS 
Business MANAGER 


Emit Caro 
ADVERTISING MARAGER 


Un3zeiger Association 


PUBLISHERS 
ST. LOUIS 











SEND FOR RATES 


for advertising space in 


Faulkner’s 
Magazine 


At fifty cents a year it 

is the cheapest monthly 

fashion magazine pub- 

‘shed. The circulation 

uaranteed and proven 
over 





is 
to 


copies each and every 
issue. Forms close on the 
25th of the month, 


Faulkner’s Magazine, 
23 Park Row, New York. 





PRINTERS’ INK, 


PRODUCING 
DOLLARS 
.» ss ee» «» When other 
presses produce Dimes ! 
That’s what increased 
earning capacity means 


in those two unrivaled 
machines ! 


The 






*“sCENTURY”’ 
PONY. 
We build both! 
Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 











STANDARD UNION 


will find possible purchasers of 
your merchandise in every nook 
and corner of Brooklyn and sur- 
rounding towns. 
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pre eroregs These Cuts 
Make yo ur represent a front and back view 
Advertising of a practical ess 


| PAY. 


3 All advertising hasavalue. You 
3 want the most profitable medi- 
ums—those that have been tried 7 





vv" 


and found up to the standard in 
the way of producing returns. 

hio is a most prosperous 
State, Dayton one of the best 
cities commercially. 


‘The Morning Times | 





COMBINED STEREOTYPING 


Evening News §/BoxandFurnace 


its be no | ee ¢ that will stereotype any form up to 
good circulation among a soli 

substantial people. If your | 16x24; by the use of which any large 
article is one sold to family | printing establishment can save thou- 
trade you need the News and sands of dollars a year and small offices 


Times in introducing your goods 
in this section. Send for adver- 
tising rates. 


can more than double their capacity. 
For particulars, address 
aoe SURGUY, HANDLAN & CO. 
ose H. D. La Coste, Nort yer: Patentees and Manufacturers, 
COLUMBUS, OHIO. 
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Investigate! 


If you are not getting satisfactory results from your advertising in 
IOWA, 


Investigate ! 
Possibly the fault is in the medium and you have been deceived as 
to circulation. 


Investigate ! 


The Des Moines 
Daily News 


Uses no deception when stating circulation, but gives actual figures 
supported by affidavit. 

Investigate! 
Average sworn circulation for six months ending Sept. 30, 1896, 
15,157. (For detailed statement see PRINTERS’ INK, Oct. 14, page 
39.) Average sworn circulation for October, 1896, 15,601. Averag:: 
sworn circulation for week ending Nov. 7, 1896, 17,186. 


Investigate ! 


THE NE WS, Des Moines; Iowa. 
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The St. Paul 
Dispatch 


Guarantees 





that its daily circulation exceeds the 
combined circulation of a// other St. Paul 
dailies by over 


6,000 copies 


It has 21,000 more circulation than any 
one other St. Paul daily. 


Its average circulation for each of the 
first 10 months of 1896 was as follows: 


Average circulation for January, 1896, 31,705 
Average circulation for Feb., 1896, 32,122 
Average circulation for March, 1896, 31,191 
Average circulation for April, 1896, 32,946 
Average circulation for May, 1896, 33,325 
Average circulation for June, 1896, 33,508 
Average circulation for July, 1896, 34,842 
Average circulation for Aug., 1896, 36,286 
Average circulation for Sept., 1896, 37,171 
Average circulation for Oct., 1896, 36,290 


Average for first 10 months of 1896, 33,938. 


Detailed sworn statements of above stated circulation 
for each month furnished at the office of 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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Has a Circulation that 
Wo cr _Circulates for Advertisers 
Last Week’ THE WORLD beli 
Daily Average 40,973 the circulation a 62,410 
on the day following the election was the largest output 
of any newspaper plant in Kansas City. It demonstrates 
that a live newspaper which always gives the news is al- 


ways to the front. THE WORLD gives advertisers results 
unrivaled by any other local medium. 








Kansas City, Mo., Nov. gth, 1896. 
For the week ending Saturday, November 7th, the circulation of the 


KANSAS CITY WORLD 


was as follows: 

Sunday, Nov. I, - . - 32,060 
Monday, Nov. 2, - - «= $2, 7150 
*Tuesday, Nov. 3, - - = 50, $25 
*Wednesday, Nov. 4, - - . 62,410 
*Thursday, Nov. 5, - «= 42,160 
Friday, Nov. 6, - - = «+ 34,600 
Saturday, wat. < 32,610 
*Election Returns. Total, - = 286,815 
Daily average for 7 days, 40,973 


We, the undersigned, hereby certify under oath that the above 
statement of the WoRLD’s circulation on the days named is true 
and correct. And that said papers were printed and delivered to 
the carriers, newsdealers, subscribers and newsboys on their order. 
All copies spoiled in printing, or left over in press-room, are not 
counted in the above statement. 

L. V. ASHBAUGH, Business Manager. 
L. A. NOURSE, Pressman. 

Sworn to and subscribed before me this 9th day of November, 1896. 

[SEAL.] EVORIL BROOKSHIRE, Notary Public. 

My commission expires May 8th, 1898. 


$1,000 forfeit will be paid any person who successfully 
assails these figures. 


A. FRANK RICHARDSON, 


Tribune Building, New York, 


Chamber of Commerce, Chicago, 





Red Lion Court, Fieet Street, London, 
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party by the la 





of St. Louis. 


The Star Crows 


Carried St. Louis for the Republican 
rgest majority ever 


Elected a solid Congressional delegation. 


USE THE 


ST.LOUIS STAR 


If you want to reach the Republicans 
They are 70 per cent of 


the voters of the city. 
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For Rates, 
SEE EIKER, 
You Know Him, 


ll Tribune Bidg., 
NEW YORK. 
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On . 
Every 
Druggist’s 
Counter 
You 

; See 


Pyramid of Health 


























BIG QUANTITY and 
BEST QUALITY of 
ADVERTISING PUT IT THERE 


Gen. Manager H. L. Kramer of the Sterling Remedy Company 
never buys anything else. 


The Sterling Remedy Co. has taken 
a whole page for one year in : 


THE VICKERY & HILL L LIST 


To introduce CASCARETS into 1,500,000 
households each month. 


It is evident that Mr. Kramer knows what papers to use. 





THE CONTRACT WAS MADE WITH 
C. E. ELLIS, Manager of the Advertising, 
401-402-403 Temple Court Building, New York City. 
CHICAGO OFFICE: BOSTON OFFICE: 


903-4 Boyce Building 55 Equitable Building, 
w. “KENNEDY in charge. E. R. GRAVES in charge. 
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Prosper ty 
ules. 


The newspapers of the country record daily the 
numerous mills and factories which are resuming 
operations in full force since election day. This is a 
sure sign that there will be lots of printing done, 
and now is the time to prepare for the busy spell. 
The extremely dull season which we have gone 
through has made the printers of the country watch 
every penny of expenditure, and buy only what was 
actually needed on the jobs in hand. There will be 
lots of rush orders from now on, and the printers 
who can produce the quickest and best work will be 
the ones to get the job. Don’t get left by being 
slow. 

I match any job ink under the sun for 25 cents a 
y%-lb. can, with the exception of Carmines, Bronze 
Reds and Fine Purples. For these I charge 50 cents 
a 4-lb.can. My News Ink is the best in the world, 
and is sold at 4 cents a pound in 500-lb. barrels, and 
at 6 cents a pound in 25-lb. kegs. My terms are 
cash with the order. My warranty, that my goods 
must be found as represented, otherwise I buy them 
back. Send for my catalogue. 


Address 


PRINTERS INK JONSON, 
8 SPRUCE STREET, - - - - NEW YORK. 
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Do you want 


to reach the householders of 


The National Capital? 


If so, use the advertising columns of 


The Washington 
Evening Star 


uf 


The Star is the one favorite family 
newspaper of that place. It is 
delivered regularly, by carriers, to 


96% 


per cent of all the houses in the city 
occupied by white persons ; and, 
considering the extent and superior 
quality of its circulation, its adver- 
tising rates are as low as those of 
any paper in the United States. 


uf 


New York Representative, 


L. R. HAMERSLY, 
49 Potter Building. 
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‘Can’t Help 


Reading the Street Car Cards,” 





Says everybody who rides in the 
Street Cars. 


You can vouch for this yourself. 


There they are, staring you in the 
face. Who can deny that they are 
good advertising ? 


If you want to know more, write us. 


GEORGE KISSAM & CO. 
253 Broadway, New York. 
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“ 


Geo. Kissam & Co. 









































The Wise and 
Successful Merchant 


places his different lines of Advertising 
* with those who have ONE kind of 
each to sell. He has no time to waste 
with the solicitors who represent con- 
cerns trying to sell several kinds of ad- 
vertising. No man can serve two (or 


more) masters. The moral is obvious! 








Pees 
GEORGE KISSAM & CO., 
253 Broadway, New York. 
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Splitting —- 


a man in two destroys his useful- 
ness. The same applies to your 
advertising appropriation. ’Tis far 
better to take space in all the »* 


Street Cars 


of a city than half. You get every- 
body to read your card. Send for 
our list and rates. % % % % 


GEORGE KISSAM & CO., 


253 Broadway, New York. (| 
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Why our 
prompt payment of 
bills benefits our 
customers. 











The Saratoga Sun 
E. P. Howe & SON, PROPRIETORS, 
SARATOGA SPRINGS, N. Y. 


SARATOGA SPRINGS, N. Y., Nov. 3d, 1896. 


THE GEO. P. ROWELL ADVERTISING Co., 
10 Spruce Street, New York. 

Gentlemen: We inclose bill for 3d and 4th quarters 
Mrs. Winslow’s Soothing Syrup adv. . . . We have 
the best country weekly in the United States for the gen- 
eral advertiser, and you always pay so promptly that we 
are always willing to give you rates that nobody else can get. 

Hoping to get more of your business, we remain, 

Very sincerely yours, 
E. P. Howe & SON. 











Write to us about any advertising you 
contemplate doing. 


THE GEO. P. ROWELL ADVERTISING CO. 


Western Office: 10 SPRUCE STREET, 
“The Rookery,” Chicago. NEW YORK. 
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